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ANOTHER ACCENT STAR FOR YOUR 
VOLUME-FASHION BUSINESS! 
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to Retail Profitably at QZ, s/Qe 


and flats from Gr 
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ST. LOUIS SHOE SHOW 


and other important markets 
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FOR THE AMERICAN FAMILY 
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PALIZZ|O 


PALIZZIO 


introduces its ingenious 


dressmaker touch in the 


newest Spring silhouette... 


done in fashion colours of 


HUBSCHMAN'S CALF 


#3390 Benedictine, #507 Flight Blue, 
#376 Grenadine, #3366 Fern Green, 
and Black... by Palizzio, Inc., 

New York 3. 


E. Hubschman & Sons, Inc., Philadelphia 23 
Fashion Office: Empire State Building, New York 1 














When does a “looker” become a buyer? 
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Ass Mrs. Jane Smith “window-shops” down Main 
Street, she passes quite a number of stores, until finally 
she reaches this handsome one. Here her attention is 





she knows it, Mrs. Smith is inside the store and soon 
has made a purchase. 


Now just why did Mrs. Smith pass up other stores 


caught by an attractive in-store display. Almost before to shop here? It’s really quite simple. The manager 
recently modernized his store with a Pittsburgh Open- 
Vision Store Front. Now he is able to use his whole 
store as a display area. He can arrange smart in-store 
displays, like the one that attracted Mrs. Smith. He is 
no longer restricted by small, static store windows 
With his new front, he is really able to influence his 


customers while they are still out on the sidewalk 


Pittsburgh Plate Glass Company 
Room 8206, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pennsylvania 


Please send me a FREE copy of your store front booklet. 


Address 


A striking example of the effective use of a Pittsburgh Open-Vision Store 
Front is the remodeled Hanover Shoe Store, Atlantic City, New Jersey. 
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G 


IN CANADA: CANADIAN PITTSBURGH INOUSTRIES LIMITED 


ANNIVERSARY 
C 1883-1958 


Oren 


Apsil ds ol 958 0d 2 tood f 





Vol. CLIII, No, 9, BOOT AND SHOE RECORDER, published semi-monthly by Chilton Company, Chestnut and 56th Sts., Philadelphia 39, Pa 
Entered as second-class matter June 5, 1943, at the Post Office, Philadelphia under Act of March 3, 1879. Subscription price $3.00 per year. Printed 
in U. S. A. (Canadian rate $3.50 per year). 





You Can Count On 


The 
“United Man” 


He is dependable, productive, skilled. 
He knows how to keep your machines 
running, cut your down time and save 
replacement parts’ cost. He knows 
the best and fastest way to solve 
your machinery problems. 

The average United Man has 15 years 
of specialized shoe machinery experience 
and is qualified to service 28 different 
machine types. He is a highly trained 
technician with a pride in his work. 

The United Man is kept continually 
up-to-date on improvements and on new 
machines through a steady flow of 
information from United’s Beverly 
Factory and Boston Office and from 
other United Men. 

You can get the United Man in a hurry 
when you need him, and you only pay 
for the time you use. 








FOR YOUR BEST BUY IN SERVICE 


WJnited. 
SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


f -“ 
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“PALM BEACH LIKES WHITE” 


“White is without doubt the central theme in 
this season’s Palm Beach look,” according to 
a page one story in Women’s Wear Daily, 
February 17th. Despite cold weather, all-white 
or white sharpened by color in accessories . . . 
“is proving all-around smartness,” it is stated. 


“Eighty per cent of the bags and shoes are 
white, and as warm days alternate with cold, 
many white ground print silks and cottons... 
appear.” 


says Womens Wear Daily 


White shoes are the perennial warm-weather 
choice of smartly-dressed women and are 
indispensable to shoe retailers. Nothing else 
offers the assurance of demand and profit that 
you get in dressy white footwear. 


Shoes of LEVOR whites are dazzling stand- 
outs and sure sell-outs. 


By) RWWA OD) R KID, CABRETTA, CLOVER CALF AND KIP “THE WHITEST WHITES” 
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WORKMANSHIP 


A traditional pride in workmanship is still the 
byword among Dickerson’s skilled shoe craftsmen. 


COMFORT SHOES 


SRO OU ETN Gy ‘tthe smart shoe that’s really comfortable” 


pt Mo, 
"Guaranteed by @ 
Good Housekeeping 
* ‘J 


” my) 
C7 AS apventisto WE 


THE WALKER T. DICKERSON COMPANY 


326 S. Front St., Columbus 15, Ohio ¢ 417 Marbridge Building, New York, N. Y 








“1 WISH MY MOMMY 
WOULD BUY ME... 








EBY SHOE CORPORATION EPHRATA, PA. 


New York Sales Office: 463 Marbridge Bldg. 
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Another famous name now has 
that Airfoot feeling! 


It’s the JARMAN Shoe Co., Division of General Shoe Corp., 
Nashville, Tenn., that is ringing some of the most refreshing 
cash register notes of the season with “Rex-Flex,” shown here. 





This shoe’s styling is clean, spare, thoroughbred. Its comfort is 
superlative — thanks to JARMAN flexible construction and a 
heel-to-toe A1RFooT “pillow” that replaces the usual sole fillers. 


AirFooT is the first foam rubber cushioning designed specif- 


ically for footwear—and has never let anyone down! 
HOW JARMAN CUSHIONS 
OTHER IMPORTANT AIRFOOT ADVANTAGES: sunieaniee’ antiaie 


LIGHTER-FOR-DENSITY—yet thinnest layer stands up! WITHOUT ADDING BULK: 
CONTROLLED AERATION—“breathes” without forming weak spots. pe sonyfcp elgg New 
UNVARYING SUPPORT—instant comeback for life of shoe! down, 80 can be applied as JARMAN 
PROVED QUALITY~—years in development, years in use. full-depth cushioning “Rex-Flex” 
instead of conventional 
NOTE TO SHOE MANUFACTURERS: For samples and application sole fillers—in same space! 
information, contact: Goodyear, Foam Products Division, Akron 16, 


Ohio. 
MADE 
ONLY 
BY 


WORLD'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONING DESIGNED SPECIFICALLY FOR FOOTWEAR! 














Watch ‘‘Goodyear Theater’’ on TV—every other Monday, 9:30 P.M., E.S.T. Airfoot—T. M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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true 
el—iol gi slali—ja' 


the feel 
of silk 


® new leather of 
imagination and 


Look into the pearly depths of Samoa’s silk-smooth 
finish—you’ll see new ideas for your fall styles. True 
essence of pearl gives Samoa unusual, unexpected excite- 
ment. Quality kip gives it a luxurious, supple feel. Samoa’s 
ARMOUR LEATHER COMPANY 7 enchanting colors are in tune with all the new, smart- 


est fashions. Let Samoa accentuate your most elegant 


PEER ew ¢ Sege 6 Coe designs. It’s another bright new example of progress 
210 South Street © Boston 11, Massachusetts 
2 Jacob Street © New York 38, N. Y. from Armour Leather. 
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Vial-samvcelem dalial meolm-lilomelar-my neni dare 
sales-winning swagger touch, you 
automatically think of Taylor of 


Tr: tha breed of Gibdere wale “wheeo Maine. Style 735, to be advertised 


taste inclines to the young and in THE NEW YORKER, Vel ai! 26, con- 
debonair, this swagger new shoe tinues this tradition of leadership. It 
will have immediate appeal. 
Lavishly leathered and hand- 
shaped ... Taylor shoemaking 
at its traditional best. complete information. 

Style 735 about $18. 


will pay you to learn the Taylor story. 


Write, wire or phone collect today for 


SHOE 


E E TAYLOR CORP., FREEPORT, ! 


at your local Taylor merchant or write E. E. TAYLOR CORP., Dept. PN, Freeport, Maine ; 








Gain extra profit with 
the pre-sold sole... 





Secause Cush-N-Crepe. is the only cellular sole® that is nationally 
advertised, it delivers shoe sales for you that no mongrel sole can. 
Its proud quality ... its distinctive patterns... its capacity for deep 
comfort and remarkable wear are pre-sold to your customers so that 
they respect your shoe for this Solemark of Quality almost as much 


as for your own brand. 


Specify Cush-N-Crepe. Insist on Cush-N-Crepe. Your customers will! 


not on all shoes... 
Just the best ones 


Manufacturer of HIGHEST QUALITY SOLES for 47 years 


SOLE COMPANY -: AVON, MASS. 











Your best customers. will 
see this Cush-N-Crepe ad- 
vertisement in the June 


issue of 


That’s why you're wise, 
when you advertise shoes 
that bear this fine sole, to 
mention Cush-N-Crepe by 


ereueelen 


Reg. U. S. Pat. Off 


you’re soled 


on comfort on... 


yf Ne 


Buoyant comfort, bonus wear, virile 
good looks distinguish every pair of 
shoes soled with Cush-N -Crepe. Look 
for the solemark that proves the shoe- 
maker respected quality so much that 
he paid the difference to give you the 
original cellular sole*. 


*Reg. U.S. Pat. Off. 


not on all shoes ° 


. +. just the best ones 


> CusH-N-CREPE 





Prettier when new prettier after 
being worn. That’s because of the 
unusual DURALENE finish. Wipe with a 
damp cloth and surface dirt disappears. 
The rich DURALENE finish is highly 


water resistant and extremely durable. 


But best of all, you can have these 


eee 


advantages at a savings up to l¢ per 
pair. DURALENE White is a complete 
finish for smooth leather shoes, not just 
a uniformer. Ragging, brushing, or 
spraying to attain luster is unnecessary. 
DURALENE is easily applied with a brush 
or sponge — and its luster is 

built-in to stay. 

Use DURALENE White Finish on your 
smooth leather shoes. Get improved 
appearance plus an extra bonus 
savings in the Packing Room. 




















DURALENSE 


A product and registered trademark 
of the BB Chemical Co. 


Distributed by... 


SHOE MACHINERY CORPORATION 


i= Tol} Cola mami t-t-t- Lotalel-1-3 a4) 





Plan For It! 3s = | THE ae 
BRISTOL BOARD 


i) 
S 
? 





Get set for action! 


Immediate Delivery on 


—Independent retailers face the same problems, re- | The CORKER 


gardless of what kind of merchandise they sell. 


—Herbert R. Scull, vice-president of E. H. Scull 
Company, New York City, spoke before 800 mer- 
chants at the Top Management Sessions of the | 
National Retail Merchants Association and indi- | ty Bristol 
cated that unless the independent retailer learns | 
to plan ahead, he will be relegated to a weak, 
secondary role in retail distribution. ounces light! in new shades 

—He also emphasized that the future can be bright SAND snd vibrant RED 
for the independent retailers who attack these 
problems now, individually and cooperatively. He 
said: “These are the things that must be done for 
the Independent Retailer to survive and to 
prosper: 


“Get expenses down, not just a fraction, a point 
or two, but substantially. Recognize that two 
decades of lush conditions have greatly warped 
thinking as to what is necessity and what is lux- 
ury when it comes to the cost of doing business. 
We know there are unnecessary expenditures in 
most expense structures, because that is one im- 
portant facet of our business. 


“Research some of the problems. The progres- 
sive retailer who will survive and profit knows 
that some spending can result in eventual sav- 
ings. 


“Find ways and means of cutting merchandise 
costs to lower prices, 


“Strengthen weak departments and keep abreast New Karak rippled crepe sole. 


of new Kee to: oom The shoe that knows no season. 


“The perpetuation of the Independent Retailer Promote for sports, travel and vacation. 
rests permanently and definitely upon the shoul- , 
ders of younger executives who must not only In all SAND In all RED 
be dedicated to the retail business, — — | Style 0520 Style 0320 
the ability and desire to produce and, at the | 
same time, to create the necessary type of effi- ONLY IN JILLS can you get 


cient organizations that will meet the competi- ALL these widths and sizes at $420 


tive demands of their customers 


~The future road to success as an Independent AAA Sizes 6 to 10 
Retailer is not easy. The past seems rosy in com- AA& A Sizes 5 to 10 
parison to the problems ahead. Rut the future | B Sizes 4% to 10 
belongs to those who plan for it.” C Sizes 4to9 


Order now for immediate delivery 


a ee BRISTOL SHOE CORP. 


Publisher | MONETT, MO. 
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PPSSA HAS THE 
LONGEST REACH OF 
ANY SHOE SHOW 


*547% of retailers who attend PPSSA 
go to no other shoe show! 


If you don’t show at the PPSSA, you miss this huge 
percentage of retailers. (And the 54.7% doesn’t even 
include mail order, chain store, variety store and 
wholesale buyers... just the ‘“‘non-volume”’ retailers. ) 





82.5°% of these retail registrants at the last PPSSA 
carry branded lines of footwear demonstrating the 
importance of PPSSA as a “branded” (as well as 
unbranded) marketplace. 

Proof again that PPSSA is the 47g show in the indus- 
try. And it'll be still bigger this May (because it’s the 
only national shoe show for fall!) 


Industry leaders believe the May PPSSA will mark 
the turning point of the current recession. They feel 
inventories will be depleted and buyers will be ready 
to place firm orders for Fall shoes. 

If you want early Fall business on your books, this 
show is a must. Priority counts... so write or phone 
for exhibit space applications now. 

PPSSA, 210 Lincoln Street, Boston 11, Mass. 


*Based on questionnaire to all PPSSA “non-volume” retailers who registered at 
Dec. ’57 PPSSA. 


MAY 4-8 
Hotels New Yorker, Sheraton-McAlpin and N. Y. Trade Show Bldg. 


Co-sponsors: New England Shoe and Leather Association + National Association of Shoe Chain Stores 
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Editorial Outlook 





Open- 


T a recent meeting of the Sales Executives Club of 

New York, Will A. Foster, Vice President, Bor- 

den Food Company, opened a luncheon session 

with a remark: “When people ask you, ‘HOW’S BUSI- 

NESS?’ answer them by saying, ‘/ hope your business is 

as good as ours.’” It’s an excellent way, suggests Foster, 
“to forestall the prophets of doom and gloom.” 

The remarkable fact of the matter, too, for shoemen, 
is that for the first time in many years soft goods retailers 
can answer this familiar question with an honest and 
affirmative reply. 


Soft Goods Lead Parade 


An examination of the U. S. Department of Commerce 
Retail Trade Report shows that retailing is making a 
very strong showing. In January despite uncertainties, 
bad weather, and some downright gloom, all retailing 
showed an average increase of four per cent over the 
previous January! Total sales were estimated at $15.3 
billions. 

In January shoes made the most creditable showing 
with the exception of food, drugs and certain types of 
apparel, 

Estimated sales of shoe stores were up eight per cent 
from January 1957. Last year, for the same month, they 
showed a gain of only six per cent over January 1956. 
January 1958 sales declined from December 1957 by 
38 per cent. The decline for January 1957 was 43 per 
cent, an important net gain for January 1958. 

Of all apparel stores, shoe stores decreased less from 
the 1957 holiday month. 

Advance February 1958 retail figures indicated a 
decline of three per cent from January but only one per 
cent from February 1957. February shoe sales last year 
showed a gain of two per cent over February 1956 fig- 
ures. But they also showed the sizable decrease of 11 
per cent from January 1957. 


January, February Production Up? 

Shoe economists were amazed when January apparently 
came in with a whopping production of 53,441,000 pairs 
for an indicated increase of 3.8 per cent and a new record 
for the month. The economists are still skeptical about 
the accuracy of the figures and a revise is forthcoming. 
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to-Buy 


It would have been gratifying if some correlation between 
January sales and January production might have been 
definitely established. 

Preliminary estimates indicate a February shoe pro- 
duction of 49,700,000 pairs, a decline of three per cent 
from January 1957. If this January’s figures hold up, 
however, production for the first two months of 1958 
will show 103,141,000, an increase of 0.4 per cent over 
the same 1957 period. 

The obvious implication of the situation remains, that 
soft goods have been and will continue to be “money 
ahead” if the present consumer buying pattern persists. 
And all indications are that, not only is consumer buying 
power continuing to maintain satisfactory momentum, 
but that the consumer is evidencing increasing interest 
in soft goods, far more than he has demonstrated in 


many years. 


Reason Why 

Current consumer buying surveys indicate clearly, that, 
after many years of playing second fiddle, apparel, and 
more particularly shoes, are at last getting the sales 
“break.” The explanation is a logical and an obvious one, 
too. When the family budget has finally been cleared of 
its obligation to pay monthly installments on an auto- 
mobile or major appliances, it becomes open-to-buy, 
In times of uncertainty, the inclination to resume bur- 
dens of a similar size and nature fortunately is not 
strong. 

Under such a situation and when attractive merchan- 
dise is available in sufficient quantity to satisfy this open- 
to-buy position, when it is vigorously promoted, its sales 
potential is fully realized. 


15 Year Opportunity 

Not in 15 years has the opportunity been so great for 
soft goods, particularly shoes and apparel, to win their 
fair share of disposable income. 

Never has the styling of women’s, men’s and children’s 
shoes, too, been more universally appealing. And never, 
in shoes, has the time lag between high fashion and good 
fashion in volume shoes been so short. At last we seem 
to have developed an orderly and effective program of 

[CONTINUED ON PAGE 56] 
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Fire up your family trade with 


Red@ Ball 


ArIrY. 


THERMO-LITE 
TOURRAINE 










Mama may be a cool customer—but she 
thaws out in a hurry when she slips into 
toasty-warm Red Ball Thermo-lites. 
They’re the only genuine insulated 
Thermo-lites—often copied, but never 
equalled. And there’s a choice of snug styles 
for Mama and all her little fledglings. 
Your Ball-Band salesman will be around 
soon with the sizzling details on Red Ball 
insulated footwear. Wait for his call! Find 
out how you can kindle more family traffic 
with famous Red Ball warmth. 






















Write, wire or phone 
Dept. C for FREE merchandising aids. 


Red Ball 






® 


Footwear 


By BALL-BAND, Mishawaka, Ind. 
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© Don’t spend your tax cut money now because there may not 
be any tax cuts. The next 30 days will give the answer. 


@ Revised Census Bureau estimate puts January 
footwear production down about four per cent 
from January. 1957. 


@ Discount prices at factory. wholesale and re- 
tail levels are throwing government wholesale 
and consumer price indexes out of balance. 


Baker Reporting trom WASHINGTON 





We'll all know in the next 30 days whether or not there’s to be tax reduc- 
tion this year. It all depends upon how factory output, employment, and 
consumer spending behave. 

In the meantime, the word is this: Don’t spend any tax cut money yet. 

Both parties are busily talking and drafting tax cut programs for use if 
needed. And they already appear to be headed in the same general direction: 
A big cut of $6 or $7 billion, going mostly to individuals in the lower income 
group, but including reductions for corporations, small business, and a few 
excise tax cuts. 

But don’t be led down the garden path by all the shouting and screaming 
now. Current tax cut talk is in the same league with political campaign 
promises. 

The Democrats found the current business recession a ready-made issue 
to lay on the GOP doorstep. Their tax cut talk originally was simply a part 
of that issue. 

Recent Republican tax cut statements from the President on down repre- 
sent a change of direction forced by political pressure—they have to get on 
the record now. 

When carefully analyzed, however, the White House hasn’t changed it’s 
original position that a tax cut “may be necessary” if the economy, with the 
help of other actions such as increased public works spending, fails to turn 
up by spring. 


The Census Bureau admits its estimate of January footwear production 
(53,400,000 pairs) is too high. A revised figure is scheduled for publication 
around April 1. 

Industry sources calculate that January production was probably down by 
about four per cent from January, 1957, not up four per cent, as shown in 
the Census Bureau report for January. 

The Census Bureau computes its estimates on the basis of samples taken 
in different shoe manufacturing areas. For various reasons (chiefly bad 
weather), many of the companies sampled by the Census Bureau did not 
complete the usual census form or did not return it to Washington. As a 
result, the Census Bureau was forced to prepare an estimate based on very 
scanty information. 

Heavy snows and other adverse weather conditions in January forced 
many factories to curtail their output sharply. Absenteeism was abnormally 
high, thereby reducing factory activity. 


Discount prices are throwing the government’s widely-quoted price indexes 
off balance. Some of Washington’s top economists are working frantically 
trying to devise ways of keeping such key barometers as the Wholesale Price 
Index and the Consumer Price Index on the statistical track. 

(OVER) 
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Report from 


@ The Small Business Administration is planning 
to expand its lending program. Larger firms 
may be ineluded. 


® More interest in active outdoor life and ree- 


Wen SS. - 


























But the job isn’t easy. For discounts, whether offered at the factory level, 
the wholesale level, or the retail level, are often difficult for outsiders to detect. 

Should the government use only published prices? 

Or should it make arbitrary allowances for suspected discounts? 

This is a tough problem. Listen to Ewan Clague, Commission of Labor 
Statistics, explaining his problems to a congressional committee: 

“We are deeply concerned with the problems of pricing, that is, the deter- 
mination of which prices should be used in our indexes. 

“There was a time in the past when this problem was somewhat simpler. 
A list price was valid and the price of a commodity or appliance at retail 
could be accurately established. 

“For several years the whole system of pricing, not only at retail, but also 
among manufacturers and wholesalers, has become very complicated. Dis- 
counts are given by the retailer, but these are not uniform among customers. 

“In the old days, a list price was fairly firm, and if a businessman cut his 
price he did it uniformly across the board and we could get the list price and 
the discount. But now you have discounts, shadings, rebates, bonuses, adjust- 
ments, and they are not uniform. 

“A manufacturer will give a retailer a discount or a bonus because he 
sold beyond his quota. So you get a complicated relationship. 

“The Wholesale Price Index is one of the key indicators of business con- 
ditions and it ought to accurately reflect what is happening in the business 
world. It is not only used by the government for economic policy, but a lot 
of business contracts ride on it. Some are also based on the Consumer Price 
Index.” 

Mr. Clague wants the Congress to put up more money to improve his 
price indexes. And he asks that his total appropriation for the fiscal year 
starting July 1 be increased from $7.2 million to $7.5 million. It’s too early 
to say if he'll get the extra dollars, but it’s a good bet that he will. Congress 
has always had a high regard for the accuracy and honesty of the BLS cost 
and price indexes, 


The Small Business Administration—the government’s big lending agency 
for smaller firms—is thinking about expanding its lending program. SBA 
lending officials in regional offices around the country are urging such an 
expansion in their letters and phone calls to the main office here in Wash- 
ington. 

Specifically, the SBA is giving some thought to: 

Revising downward the participating fees connected with deferred partici- 
pation loans. (These fees would be placed on a sliding scale, and would vary 
with the amount of bank participation in each loan.) 

Permitting banks to set a service charge on SBA’s portion of a loan. 
(This, too, would be on a sliding scale.) 

Re-defining “small business” (for purposes of lending) as a firm grossing 
$2 million annually. The present limit is $1 million annual gross. This pro- 
posal is being advocated by the National Retail Merchants Association. 


The rapid rise of interest in outdoor life and recreation activities is point- 
ing the way toward increased sales of leisure-time footwear. 
| CONTINUED ON PAGE 67] 
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“Customers tremendously enthusiastic about Talon SHU-LOK 


fastener. Repeat sales growing every day.” 
—Mr. J. B. Stuart, General Sales Mgr., G. R. Kinney Corporation 








FACTORIES — . CARLIGLE, PA. «Two . HUNTINGTON, WEST VA a MILLERSBURG. PA a PALMYRA PA 


G. R. KINNEY CORPORATION 


WAREHOUSE: ONE OF AMERICA’S LARGEST FAMILY SHOE CHAINS CABLE ADDRESS 
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To All Store Managers: 











Thanks to the foresight of the Buying Division in recognizing 
the Talon Shu-Lok fastener's outstanding advantages, each 

season has been increasingly successful with this great shoe 
improvement, 








Because of its comfort, convenience and dependable security, 
the Talon Shu-Lok fastener has built a tremendously enthu- 
siastic customer response, As you know, repeat sales are 
growing as more and more customers come back for additional 
pairs. 


Now that we have it in almost our full range of shoes, we are 
planning great new highs in sales for the spring and fall 
seasons, To realize the maximum potential of this fast-moving 
item, we are counting on every store manager to give it full 
support with display and promotion, 













Je Be. Stuart 


GENERAL SALES MANAGER 











Flip to open, snap to close 















Mr. Stuart is General Sales Manager of G. R. Kinney Corporation. This 
company operates a chain of over 400 retail shoe stores. He is greatly impressed 
with the success of the Talon Shu-Lok fastener... sees it as one of the most ® 
profitable selling items ever to hit the shoe industry. Talon, Inc., Shu-Lok 
Fastener Division, Meadville, Pa. 









Greatest shoe improvement in years fastener 
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ARE FIRST! 


With Inside Flocking on Plastic Boots! 


We've done it again! Added something new to the plastic 
boot industry. A complete line of women's and children's 
boots lined with Fabricette—our new flocking process that 
coats the inside with a suede-like surface. 


Think of the extra sales you can pick up on this one selling point 
alone! Investigate the possibility of handling PUDDLERS. There's 
real potential in this line of doubly-durable plastic outer footwear! 
Easy to sell. . . Quick to move . . . because PUDDLERS—originators 
of molded plastic boots—always offer the newest developments in 
the field of plastic, over-the-shoe footwear, for the entire family. 


WOMEN'S BOOTS CHILDREN'S BOOTS 


Sturdy, pigmented plastic in 3 heel heights . . . for Long-wearing, pigmented plastic in cowboy-style pull on. 
flats—for cubans—for spikes . . . lined with Fabri- Available in child's fold over and one strap, too. All 
cette. Suggested retail $3.25 lined with Fabricette. Suggested retail $3.00 
Also available in unlined clear plastic for 

same 3 heel heights. Suggested retail $2.25 * Available in Black or Brown 


PLASTI PRODUCTS CORP. 


WINONA, MINN. 


Lined, pigmented plastic boots for Women and Children. Unlined pigmented plastic boots for Men and Children. Clear Plastic Women's boots. 
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CLINT WALKER, star of 
WARNER BROS. television 
show, “CHEYENNE,”’ 
reaching more 

than 52,000,000 

every other Tuesday. 
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re \. THE C HEYENNE B 0 X Helps your customers to identify the Cheyenne 
Boots, and helps you to display and merchandise them! Acme’s 
attractive box, with the Cheyenne label on the front, is a real 
eye-catcher ... on your shelf, on your counter, and in your show 
AKERS 


window! It’s a Cheyenne display in itself! 
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Made over Acme’s custom 
toe with a medium 
pitched cowboy heel. 
Goodyear Welt construc- 
tion. Sizes 8% through 6. 
“B” and ‘“‘D” widths. 
COLORS: 
2930—Angus Black smooth foot 
with Black Broadtail top. 


Hammered silver arrow- 
head inlays. 





AUTHENTIC “CHEYENNE” BOOTS 


A beautiful combination of smooth 


leather foot with a contrasting crushed 

2934—Brown smooth foot with 
Brown Broadtail top. 
Hammered silver arrow- 
head inlays. 


COST TO YOU: 


8% thru 3 - $4.75 
3% thru 6-$5.90 


Broadtail leather top. Outside leather 
‘“‘Dog-Ear”’ pull-straps with ‘‘Chey- 
enne’s’’ hammered silver arrowhead 


inlay design. 





WARNER BROS. TELEVISION 
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CHEYENNE PICTURE IN EVERY BOX  cuevewwe | CHEYENNE SOLE STAMP 


This handsome, autographed picture of Cheyenne : ) 2 To a youngster, this is the real mark 
enclosed in every box of Cheyenne boots. It’s a ‘ ai f of authenticity. When you show 
merchandising plus! When you display the Cheyenne % i these boots, show the Cheyenne 
boots, show two or three of these much-wanted ae of sole stamp branded on the bottom 
pictures! uA of each. 
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Made with a medium toe ; Made with a medium toe 


and low “Dogger” heel. 
Goodyear Welt construc- 
tion. Sizes 8% through 6. 
“B” and “D” widths. 


COLORS: 


2910—Angus Black smooth foot 
with Black Broadtail top. 
Hammered silver arrow- 
head inlays. 


2924—Brown smooth foot with 
Brown Broadtail top. 
Hammered silver arrow- 
head inlays. 


COST TO YOU: 


ois enra 3 - $4.75 
Ba thre 6- $5.99 
> 


and a low broad heel. 
Sizes 4 through 8. ‘‘D”’ 
width only. 


COLORS: 


1220—Angus Black smooth foot 
with Black Broadtail top. 
Hammered silver arrow- 
head inlays. 

1224—Brown smooth foot with 
Brown Broadtail top. 
Hammered silver arrow- 
head inlays. 


COST TO YOU 


4 thru 8 $3.00 


Sas sp asyassss anes Pattern patent applied for 
* 


fd 








NATIONAL 
ADVERTISING 








Magazine advertising 

in full-color and black-and- 

white. Includes Parents’ 
Magazine, The Western 

Horseman and Today’s Health. 
Also, a nation-wide schedule of 

700 newspapers from coast-to-coast. 








WINDOW DISPLAY SETS 


Colorful action-packed displays of his scenes from the exciting 
showing Clint Walker in some _ television series, “Cheyenne’”’. 














NEWSPAPER MATS TV SLIDES 


In one- and two-column sizes, with A wonderful way for you To help you say that your store 
illustrations of Cheyenne and his to capitalize on the tre- is headquarters for these hand- 
famous arrowhead design. Can be mendous audience in- some boots named after Ameri- 
used with any one, or all three of terest in this western ca’s number one western star 
the Cheyenne boots shown here. television series. —‘“Cheyenne”! 
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Use Letdown to Build for Later: McKinley 





International Shoe VP Tells Tanners’ Group Recession Can Prove 
A Boon if Industry ‘Plans and Works’ Instead of ‘Shouting for Help’ 


PHILADELPHIA—TIf the shoe in- 
dustry uses the current “letdewn”’ to 
streamline operations and prepare 
for an eventual business increase, 
“this so-called recession can prove 
to be a boon instead of a disaster,” 
Lee C. McKinley, International Shoe 


Company executive, said here last 
month. 
Mr. McKinley, who is vice presi- 


dent in charge of upper stock and 
miscellaneous procurement, told the 
Delaware Valley Tanners’ Club, 
“Shouting for help is not a good sub- 
stitute for planning and working.” 
Discussing leather and shoe prob- 
lems, he said there is an “inclination 
on the part of many people to stop 
working” while they lament the ‘“‘de- 
plorable course of economic laws.” 

In place of time-wasting lament- 
ing, Mr. McKinley suggested to the 
tanners that they spend the same 
time in improving leathers. First im- 
provement, he said, should be to 
make leathers more supple and easy 
on the feet. Tanners could also strive 
for richer, deeper and softer color 
tones, the aniline look but with the 
uniformity and fill of pigment fin- 
ishes. 

Tanners were urged to continue 
developing tannages and finishes that 
give a better break, as well as a 
smooth flat face. Since many a shoe 
and handbag is sold because it feels 
good, Mr. McKinley advised tanners 
to aim at perfecting a silky, “sexy 
surface feel.” 

In discussing production costs, 
which vary widely from tannery to 
tannery, Mr. McKinley said, “In- 
creases in productivity have come 
about in part by the increased ef- 
ficiency of labor since the war, but 
by far the greatest increase has been 
achieved through better production 
planning and by adoption of every 
good new labor-saving machine as 
soon as it became available. 
“Although our industry is suffer- 
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ing less than most, very few people 
are burdened with too many orders; 
and if we use this letdown to cut out 
dead wood, to streamline our proc- 
esses and prepare for the much 
greater business that increased pop- 
ulation alone is sure to bring in a 
year or two, this so-called recession 
can prove to be a boon instead of a 
disaster.” 





Thom MeAn Sets a Record: 
Eight New Stores in a Day 


NEW YORK—Thom McAn chalked up a 
company record for store openings on a 
single day when it opened eight on March 
20, bringing the total number in the 
chain to 790. 

The new family stores and their man- 
agers are: 

Dallas, Tex.—1530 S. Buckner Bivd., 
Nelson Kelly. 

Compton, Calif. — Compton Center, 
Long Beach Bivd., Rudolph Valadez. 

Beverly Hills, Mo.—Natural Bridge Rd., 
Alonza Lee. 

Jackson, Miss.—Westiand Plaza, 
Ellis Ave., Paul Thompson. 

Sacramento, Calif.—718-20 K St., Carl 
Ware. 

Union, N. J.—Route 22, Joseph Jean- 
ette. 

Clifton, N. J.—Allwood Plaza, Broad 
St. and Allwood Rd., Arthur Candee. 

Mountainview, N. J.—Route 46, Sal 
Mattera. 
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February Shoe Output Seen 
3% Lower Than Last Year 

NE output for 
February was eiliaaahed by the Na- 
tional Shoe Manufacturers Associ- 
ation at 49.7 million pairs, 
crease of three per cent from Feb- 
ruary, 1957, when 51,250,000 pairs 
were produced. The estimate would 
be a seven per cent drop from the 
January, 1958, total of 53,441,000. 

The decline was noted in all cate- 
gories except youths’ and boys’, in- 
fants’ and babies’, and miscellane- 
ous. Based on manufacturers’ sched- 
ules, March output was expected to 
total about 50.5 million pairs, 8.1 
per cent fewer than last year. 
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Kinney Opens 4 Roadside 
Shoe Centers near waten 


BOSTON, MASS.—The G. R. Kin- 
ney Corporation has introduced a 
new concept in shoe merchandising 
with the recent opening of four road- 
side shoe centers, all within 10 miles 
of Boston on main highways. They 
are at Natick, Westwood, Saugus 
and Weymouth. 

Full-page newspaper advertise- 
ments stressed ease of access and 
parking, attractive layout and decor, 
and a full line of 992 shoe styles on 
open display. 





‘Round Table’ Will Highlight Tanners’ Council Session 


NEW YORK—A “round table 
business session,’ featuring open 
discussion of national and industry 
problems, will highlight the 38th 
Spring Meeting of the Tanners’ 
Council of America, Inc., April 9 to 
11 at the Belleview Biltmore Hotel, 
Belleair, Fla. 

Among the speakers who will lead 
off the discussion on Thursday morn- 
ing, April 10, are O. R. Strackbein, 
chairman of the Nation-wide Com- 
mittee on Import-Export Policy, and 
Dr. Heinz E. Luedicke, editor of the 
New York Journal of Commerce. Dr. 
Luedicke’s views will constitute an 
appraisal of the scope of anti-reces- 
sion measures being taken in Wash- 
ington, the council said. 


Discussion of industry develop- 
ments will begin with a keynote talk 
by Ralph H. Ewe, president of The 
Ohio Leather Company and of the 
Tanners’ Council. Members of the 
council staff will give the first com- 
plete summary of supply and demand 
factors for 1958 based on exhaustive 
studies made in the last two months. 
Foreign raw material and leather 
trends will be summarized by Julius 
G. Schnitzer, director of the Leather, 
Shoes and Allied Products Division 
of the Department of Commerce. 

An informal breakfast session for 
members, their families and guests 
will feature a “dramatic message”’ 
from Leather Industries of America 
to women of the country, April 11. 
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Retailer May Misinterpret Economic Signs 


ST. LOUIS—If retailers had a 
broader understanding of the ups 
and downs of economic cycles, they 
would be in a better position to in- 
crease their sales and profits. That’s 
the opinion of Ben E. Edscorn, di- 
rector of marketing research, Inter- 
national Shoe Company, who says 
most small or average-size retailers 
have trouble interpreting the eco- 
nomic picture and hence make mis- 
takes when planning their own busi- 
ness programs. 

Edscorn pointed out that the econ- 
omist follows trends on a consecu- 
tive month-to-month or quarter-to- 
quarter basis, using seasonally ad- 
justed annual rates as measurements. 
Completely opposite to this, the aver- 
age retailer lives in a “compared to 
year ago” climate. 

Explains Edscorn, the economist 
correctly says that economic activity 
dropped in the fourth quarter of 
1957. He means that the drop was 
from the high levels of the third 
quarter in 1957. But the retailer 
measures his fourth quarter against 
the same quarter of the previous 
year. If he shows a gain, he can’t 
understand it in light of all of the 
adverse news he has been reading. 

Someone, says Edscorn, should 
help the retailer to better understand 
his business in relation to the head- 
lines that interpret economic change. 

Unfortunately small retailers tend 
to buy in accordance with scare 
headlines rather than in relation to 
the obvious needs of their customers. 
This withholding of buying is a big 
factor in adding fuel to the reces- 
sion. The retailer loses sales and 
profits because he has not understood 
the relationship of economic change 
to the problems of his store. 

For example: G.N.P. in the fourth 
quarter of 1957 was at the annual 
rate of $433 billion, down $7 billion 
from the high rate of $440 billion 
of the third quarter. The small busi- 
ness man knows that the economy is 
in a declining phase as the economist 
measures things. But he should also 
know that this $433 billion rate of 
the fourth quarter 1957 was $7 bil- 
lion above the $426 billion rate of the 
fourth quarter of 1956. 

Declares Edscorn, “We _ should 
have more headlines explaining that 
when G.N.P. comes down, the per 
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cent of disposable personal income to 
G.N.P. tends to go up, and that the 
per cent of personal consumption ex- 
penditures to G.N.P. tends to go up 
at an even faster rate. It would then 
be easier for the retailer to recognize 
that the degree of his own retrench- 
ment is out of all proportion to the 
probable effect of economic change 
on the conduct of his own business. 
He should know he will probably lose 
more sales and profits due to stock 
shortages and a failure to promote 
vigorously than he could possibly 
lose because of a shortage of cus- 
tomers.” 

Writing in the Barometer, a com- 
pany publication on retail shoe sales 
trends sent to customers, Edscorn 
says, “Only in the needless caution 
of timid men does any real problem 
exist as yet in the soft goods retail 
picture. ...A 1 per cent drop at re- 
tail might well become a 10 per cent 
drop at the manufacturing level.” 


Advance Fall Show Draws 
300 Exhibitors to Boston 


BOSTON—More than 300 volume 
shoe manufacturers are exhibiting in 
the Advance Fall Shoe Market Week, 
which got underway in Boston March 
30 and continues to April 3, accord- 
ing to Saul L. Katz, vice-president 
of the sponsoring New England Shoe 
and Leather Association. 

Mr. Katz, who is chairman of the 
association’s Shoe Show Committee 
and an officer of Hubbard Shoe Co., 
Inc., Rochester, N. H., said, “In ad- 
dition to new styles on display at the 
Hotels Statler and Touraine, many 
other companies are exhibiting at 
their Boston sales offices on Lincoln 
and Essex Streets.” 

Said Mr. Katz, “This showing is 
the first official fall show in the shoe 
industry and it has been timed to 
afford members of the volume trade 
an opportunity to present new styles 
and merchandising plans for fall 
1958 to visiting shoe buyers. This 
is a business show with no meetings 
or other entertainment scheduled.” 

The association is sponsoring the 
show as a “service to the trade, on a 
non-profit basis, to provide a market 
week in Boston,” Mr. Katz explained. 
He said each shoe buyer and exhibi- 
tor will receive a complimentary copy 
of a show directory. 


New England Ist 
In Shoes: Survey 


BOSTON—The Federal Reserve 
Bank of Boston, in cooperation with 
the New England Shoe and Leather 
Association, has just completed a 
survey of the New England shoe in- 
dustry, it has been announced by 
Maxwell Field, executive Vice Presi- 
dent of the Association. This is the 
fourth such study and supplements 
bank surveys published in 1948, 1950 
and 1958. 

Important factual data on the New 
England shoe industry production, 
types of shoes produced and market- 
ing methods were obtained through 
a survey of Association members and 
are contained in the report. The 
study points up these important 
facts: 

“By adjusting output to meet 
changing market demands, New En- 
gland holds its position as the lead- 
ing shoe producing region of the 
country. Massachusetts continues to 
be the nation’s largest shoe produc- 
ing state.... 

“Between 1952 and 1956, firms 
producing predominantly women’s 
shoes, enjoyed a greater increase in 
production than firms manufactur- 
ing primarily men’s shoes. In men’s 
shoes, manufacturers of low-priced 
lines enjoyed the greatest production 
gain, although their absolute output 
is small. Firms producing mainly 
men’s athletic and work shoes and 
high-priced dress shoes realized 
much smaller increases. Aggregate 
production of firms specializing in 
medium-priced lines declined. ... 

“While still heavily concentrating 
in the output of adult shoes, over the 
past two years the region’s pro- 
ducers have also obtained a larger 
share of the market for juvenile 
shoes. The largest population in- 
creases in the next few years are 
forecast for the younger and older 
age groups. Expansion of output of 
shoes for these groups presents a 
continuing opportunity by which 
New England firms may keep a firm 
grasp on their share of the expand- 
ing national market. . . .” 

Copies of the survey are available 
on request to New England Shoe and 
Leather Association, 210 Lincoln 
Street, Boston 11, Massachusetts, or 
the Federal Reserve Bank of Boston. 
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WASHINGTON — The Internal 
Revenue Service has announced a 
proposed regulation which would re- 
quire a listing of the total amount 
of business expenses only by the tax- 
payer who does not account to his 
employer for such expenses. 


Under the proposal, the employee 
who does account to his employer for 
his business expenses will not be re- 
quired to report such expenses on his 
tax return, either itemized or in total 
amount. This taxpayer, however, 
must state on his return that busi- 
ness expense funds received by him 
did not exceed the ordinary and nec- 
essary business expenses paid by the 
employee, or if they did that the 
excess has been included in income. 
This requirement will substitute for 
the present “Line 6a” requirement 
on the tax return. 


These provisions are appearing in 
a proposed Treasury Regulation 
printed in the Federal Register on 
Wednesday, March 12, for the pur- 
pose of receiving written comment 
within 30 days from the date of pub- 
lication. 


The requirement for an employee 
who does not account to his employer 
specifies that he must report on his 
return the total of expenses, includ- 
ing expenses for travel, transporta- 
tion, entertainment and other pur- 





Proposed Tax Rule Would Cut Expense Listing for Some 


poses, which are incurred by the em- 
ployee under a reimbursement or 
other arrangement with the employ- 
er, or “are otherwise charged direct- 
ly or indirectly to his employer.” 

The proposed regulation is de- 
signed to minimize abuse of busi- 
ness expense accounts so as to pro- 
duce tax free income, while not im- 
posing upon millions of other tax- 
payers unnecessary hardship which 
detailed record keeping of relatively 
minor expense accounts would re- 
quire. 





The Cobbler’s Bench, Inc., 
Wins Billiken Contest 


LYNCHBURG, VA.—The Billiken 
Division of Craddock-Terry Shoe 
Corporation has announced the win- 
ners in the Billiken national Window 
Display Contest. The contest fea- 
tured displays of children’s shoes. 

First prize of $500: The Cobbler’s 
Bench, Inc., Fairfax, Virginia. Sec- 
ond prize of $250: The Elmo Com- 
pany, Fuquay Springs, North Caro- 
lina. Third prize of $100: National 
Store, Waverly, Tennessee. Three 
prizes each of $50: Draper Shoe 
Store, Draper, North Carolina; 
Miller’s Shoe Store, Union City, In- 
diana; Schill Shoe Co., Fort Dodge, 
Iowa. Checks have been mailed to 
these winners. 





Colorful Folder Boosts Jarman Pattern 






B ‘ [oer] REX-FLEx 


‘ 
g.. bee! ~iaolong Jarmar shor | have ever seen 








Jarman Shoe Company used a four color folder and booklet for advance promotion 
of the Rex-Flex moc-pattern manufactured in calfskin. The brochures were sent 
to retailers throughout the country. Those not handling the Jarman line were 
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encouraged to do so in the folder by the “best-looking shoes in Jarman's history.” 





Fall-Winter Leather Show 
Dates Advanced for 1959-60 


New, earlier dates for the Fall and 
Winter Leather Shows during 1959 
and 1960 have been announced by 
the Exhibit Committee. The shows 
will be held February 17 and 18, 
1959, and February 15 and 16, 1960. 

These dates will be the earliest 
ever for the shows and are in line 
with the industry’s sentiment for ad- 
vancing the dates of the seasonal 
presentation. Compared with pre- 
World War II dates, the new sched- 
ule represents an advance of six 


weeks. 
The Spring and Summer Leather 
Shows will continue to be held in the 


early part of August. 





Earlier Dates Are Approved 
For Allied Products Shows 


Earlier timing of advance seasonal 
openings through 1959 and 1960 has 
been approved by the Advisory Com- 
mittee of the Allied Shoe Products 
and Style Exhibit, according to an 
announcement by Clarence R. Heyde, 
show director. 

The seasonal openings will con- 
tinue on a coincided basis with the 
Tanners’ Council leather openings, 
with the Allied Products Show for 
advance fall and winter projection 
slated for February 14 through 17 
during 1959 and February 12 
through 15 during 1960, in the New 
York Trade Show building. 

“It is good to offer these earlier 
dates to our industry and keep the 
timing of our shows coincided with 
the leather openings for each ad- 
vance season,” Mr. Heyde remarked. 
“Our Advisory Committee is work- 
ing toward the same objective for 
future shows that will project the ad- 
vance spring and summer footwear 
seasons.” 





Appointed Sales Director 
AKRON, O. — Appointment of 
Howard C. Sommer as director of 
sales of The General Tire & Rubber 
Company’s industrial products divi- 
sion was announced by Oliver C. 
Vinnedge, vice president in charge 
of industrial products. Mr. Sommer 
will have headquarters at the divi- 
sion’s general offices at Wabash, Ind. 
Prior to joining General Tire, Mr. 
Sommer was associated for 28 years 
with the Dryden Rubber division of 
Sheller Manufacturing Corporation. 
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FTC, International Sign Consent Decree 


WASHINGTON, D. C.—The Gov- 
ernment and International Shoe 
Company have ended their legal dif- 
ferences by signing a consent decree 
in which the company agrees to stop 
certain practices complained of by 
the Federal Trade Commission. FTC 
filed a complaint, charging “unfair 
competition,” against International 
on July 9, 1957. 

In a consent decree, there is no 
admission by respondents that the 
practices complained of are illegal. 
The respondents agree only that 
they will cease the practices in ques- 
tion. 

FTC, in its complaint, charged 
International and its wholly-owned 
subsidiary, Shoenterprise Corpora- 
tion, both of 1509 Washington Ave., 
St. Louis, Mo., with illegally requir- 
ing retailers not to handle competing 
shoes. 

International, according to the 
FTC complaint, made loans to ex- 
perienced shoe men who lacked suf- 
ficient capital but who agreed to op- 
erate stores in locations approved by 
the company. FTC says the loans 
were made only on the condition that 
the retailers agree to restrictive con- 
tracts to sell International shoes. 

The complaint also charged that 
International, through its Merchants 





9 Pawtucket Shoe Sellers 
Join ‘Park and Shop’ Plan 


PAWTUCKET, R. I.—Nine stores 
selling shoes are among 51 shops in 
this city of 82,000 participating in 
a new downtown “Park and Shop” 
plan. The program is said to be 
working out successfully. 

Under the plan, participating 
stores buy official parking stamps 
from the sponsoring corporation at 
20 cents per stamp. The stores dis- 
tribute the stamps to their cus- 
tomers with purchases. Some set a 
$2 minimum purchase but each shop 
is free to establish its own figure. 

Participating shoe stores or stores 
with shoe departments are Bern- 
stein’s, Carter’s Men’s Store, Marvel 
Shoe Store, Najarian’s, The Peerless 
Company, Presco’s Department 
Store, Inc., Robert’s Children’s Shop, 
Saitzman’s Men’s Stores and Shart- 
enberg’s. 
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Service Department, had entered 
into similar restrictive agreements 
with other shoe retailers to whom it 
furnished supervisory and special 
services. 

FTC says International in 1955 
sold worldwide to approximately 17 
wholesalers, 32,406 independent re- 
tailers, 207 chain customers, and 21 
retail outlets in which it had inter- 
ests. Total sales for the fiscal year 
ended November 30, 1955, were more 
than $262 miliion, mostly to family- 
type shoe stores in towns of less than 
10,000. 

Under the consent decree, Interna- 
tional is now forbidden to make 
loans, furnish services, or to sell 
shoes on the condition that the 
recipient or purchaser, refrain from 
handling any competitors’ products 
not approved by the company. In ad- 
dition, International may not en- 
force or continue in effect such re- 
strictive conditions in existing sales 
contracts. 

Signing of the consent decree came 
after the commissioners approved 
the initial decision of Hearing Ex- 
aminer Frank Hier. 


Paul E. Raddatz, Founder 
Of Wisconsin Leather, Dies 


MILWAUKEE—Paul E. Raddatz, 
68, founder and president of the 
Wisconsin Leather Co., died of can- 
cer March 14 at the Rochester, 
Minn., Methodist Hospital. 

He began his career in the indus- 
try at 15, working for the old 
Progress Leather Co. in Milwaukee. 
For 22 years he was superintendent 
of the tannery of the Harsh & Chap- 
line Shoe Co. until the firm shut 
down in 1933. He then founded his 
own leather producing firm. 

Widely known in the leather indus- 
try, Mr. Raddatz served on the na- 
tional leather board during World 
War I, which set specifications for 
Army combat shoes. His work was 
also instrumental in developing spe- 
cial leathers used in combat shoe 
manufacturing. Active in numerous 
trade groups, he was a member of 
the Leather and Allied Trades As- 
sociates group, and the Tanner’s 
Club of Wisconsin. 
include his widow, 
Clara; a son, Charles S., and a 
daughter, Mrs. Jeanne Shanahan, 
both of Wauwatosa, Wis. A brother 
and two sisters also survive. 


Survivors 





David Wohl Named Shoe Man of Year in St. Louis Area 


ST. LOUIS —David P. Wohl, 
founder of Wohl Shoe Company and 
nationally known philanthropist, has 
been selected as the outstanding 
Shoe Man of the Year in the St. 
Louis area. 

Presentation of a new award, the 
“Mark A. Edison Award,” will be 
made to Mr. Wohl at the 210 As- 
sociates dinner dance to be held 
April 9 in the Khorassan Room of 
Hotel Chase, St. Louis. The citation 
is an engraved plaque in memory of 
the late Mark A. Edison, one of the 
founders of Edison Brothers Stores, 
Inc. The award is planned as a con- 
tinuing memorial, to be presented 
each year under the sponsorship of 
the local 210 Associates chapter. 

Mr. Wohl was chosen Shoe Man 
of the Year on the basis of “his out- 
standing contribution to the shoe in- 
dustry and to humanitarian and 
civic causes.” It is the latest of many 
honors which have been given him 
for his gifts of hospitals and health 
centers and his numerous bequests 
to Washington University and St. 
Louis University. 


Gene Frenzel, Berland Shoe Com- 
pany, regional chairman of 210 As- 
sociates, is serving as banquet and 
entertainment committee chairman. 
His co-chairman is Stanley Olshwan- 
ger, Stanley’s Shoe Sales, associate 
regional chairman of 210 Associates. 
Featured acts of entertainment will 
be included in the dinner dance pro- 
gram. All 210 Associates members 
have been invited to bring their 
wives and guests. This is the first 
of what is planned to be an annual 
event in St. Louis, according to Al- 
bert Shank, Wohl Shoe Company, 
publicity chairman. It is anticipated 
that 1000 persons will attend. 

The award committee is made up 
of Harry Bennigson, Hamilton Shoe 
Company; M. R. Chambers, Inter- 
national Shoe Company; Simon Edi- 
son, Edison Brothers Stores, Inc.; 
Clark Gamble, Brown Shoe Com- 
pany; Marcus Rice, Famous-Barr 
Company; James Taylor, Wohl Shoe 
Company; and Harold Tober, Tober- 
Saifer Shoe Manufacturing Com- 
pany. 
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AMAZING NEW PROFIT-MAKER 
FOR SHOE STORES... 
FRUIT OF THE LOOM UNDERWEAR 


“Profits from Fruit of the Loom Underwear far ex- 
ceed my expectations,” says shoe chain operator 
Charles Marbach of County Shoe Center 
New York. 


“Selling Fruit of the Loom Underwear 
in my shoe stores proved to be a natural 
and fast profit-maker. I’m making it 
part of my permanent operation.” 















Fruit of the Loom shirts and shorts retail prices are 


fixed at 49% oe 69% 


. »» America’s most in-demand price range! 
More underwear is sold at these prices than any 
other price. 









Fruit of the Loom Tee Shirts, Athletic Shirts and 
Briefs are pre-packed in Cellophane bags for impulse 
action, fast self-selection...customer’s protection. 
A 107 year old brand, known and respected by women 
and men. 
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Fruit of the Loom’s hard-hitting national advertising 
schedule works for you in: * Life * Look * New York 
Times Magazine « Parade * Metro Group and net- 
work TV. 


Complete line of Fruit of the Loom Men’s and Boys’ 
Underwear, priced for easy sales! 

Competitively priced, yet plenty of markup for you, plenty 
of value for your customers. No 
wonder Fruit of the Loom is 
a “natural” seller in shoe stores. 
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Complete Men’s and Boys’ Size 
Range... includes Men’s Gripper 
and Boxer Shorts, Briefs, Athletic 
and Tee Shirts. For Boys: Boxer 
Shorts, Briefs, Athletic and Tee 
Shirts. 


PROVEN SELF-SELLING RACK! 


MF7 AVAILABLE AT NOMINAL 
COST. 32” square, 54” high. Holds 
45 dozen garments. 







Union Underwear Company, Dept. S 
Empire State Building 
New York, New York 













Please show me how my store can profit with the 
Fruit of the Loom line of men’s and boys’ underwear. 
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This boot has all the 
features most men want in 


an outdoor boot... and. ‘more! 





NATIONAL : 
MAGAZINE ADVERTISING 


A full page in Field & Stream, Outdoor Life and 
Sports Afield kicks off a complete advertising 
schedule of 27 ads in 1958! Sportsmen can't 
miss the story! 


Window and counter displays, newspaper mats, 
radio copy and television slides to help you tell 
‘em and sell ‘em on your store as headquarters 
for the greatest outdoor boot value in America! 


















New, exclusive non-skid ‘‘Ribbed"’ soles and heels. 


© Acme’s new, approved last for com- 
fortable, tireless wear. 


® Water and acid resistant, supple, 
full-grain retan uppers. 


@ Firm, sweat-resistant Oak leather 
flexible insoles. 


@ Water and acid resistant leather 
Goodyear storm welting. 


@ Non-tarnishing brass eyelets and 
rawhide laces. 


© Folded leather top binding. 


@ Full gusset tongue of soft grain 
leather, sewed all the way to the top. 


® Strong Nylon thread used in all 
fitting. 

@ Ankle conforming one-piece leather 
back-stay for extra support and extra 
strength. 


® Steel shanks. 

© Both unlined and lined boots are 
available in two striking colors—Indian 
Brown and Natural Retan. 

@ Lined boots feature plump, full-grain 


glove leather lining in both foot and 
top. 
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TO RETAIL AT 


3199 
413% 


LINED BOOTS—$15.95; COST TO YOU— $9.60 











Only the world’s 
largest bootmakers 
could make this 
possible! 


ACME BOOT CO., Inc, (ALSO MAKERS OF COWBOY BOOTS, WELLINGTONS, | 


: PARADE MAJORETTE BOOTS, ENGINEER BOOTS. 
Clarksville, Tennessee 


: 


——~ 
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“BIG TEX” (1099) — 
Vamp and top both 
chocolate kangaroo. 
Decorative white 
and red inlay and 
three rows of stitch- 
ing enhance the 11- 
inch shallow scallop 
top. (Modernized 
version of “Texan” 
style No. 299.) 


FOR THE “GALS’-- 


“FLASH” (1011) — 
Red kidskin leather 
in both top and 
vamp. California 
style top is 11 


**POCATELLO” (88 
Sp) — This 14-inch 
top, all-weather boot 
is made of specially 
tanned water and 
acid-resisting Trout- 
brook leather. Also 
made with 11-inch 
top. Choice of walk- 
ing or high heel. 





Go Western Young Man... 
Go NOGONA... 


... all feet feel young 
in NOCONA BOOTS 


| “CONCORD” (1071) 
' — Striking 14-inch 


turquoise square top 
with pink and yel- 
low stitching pat- 
tern. Wine kip vamp 
and wine leather 
pulls. 


inches high and has 
white cuff and in- 
lays and two rows 
of stitching. 


‘‘BLACK HILLS” 
(1069) — 12-inch 
gray kid top with 
California scallop 


... has red and yel- 
low stitching. Black 
soonac vamp dis- 
tinguishes this fine 


“DENVER” (1033) — 
Rich styled il-inch 
chocolate dresside. 
California top with 
four rows of stitch- 
ing. Vamp is a per- 
fect blend of match- 
ing chocolate calf- 
skin. 





“ROPER” (181) — Both 
top and vamp of russet 
soonac. 10-inch top has 
California scallop .. . 
full leather lined 
throughout. 


No. 182 “Lariat” 
same as No. 181 


except made in 
black. 


More For Your Money Because NOCONAS 


NOCONA BOOT CO., TIME PULL ON EASIER 


ENID JUSTIN, President * FEEL BETTER 


NOCONA, TEXAS % LOOK BETTER 
% LAST LONGER 
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Voice of the Trade 





“Advance original planning for win- 
dow displays can be utilized by stores 
of every size to help create store 
character and increase sales, says 
TONY COMORAT, president of 
Comorat Bayside, New 
York. At a recent discussion on the 
effectiveness of window display, he 
said: “Before we can turn a word or 
a hand in any display effort, we must 
first know the answer to the funda- 
mental question: What merchandise 
and how 


Displays, 


does our customer want 


much is she prepared to pay for it? 























After the merchandise is brought into 
the store, we must get ready to present 
it to her in or through displays in such 
a manner that she will be impelled to 
purchase it. There has been quite a 
change in recent years. No longer can 
we be content with the hope that she 
will buy because she needs. 

“Today, satisfying the needs of our 
customers is not enough. We must be 
constantly striving to sell her replace- 
ments for the things she has—not 
because they are worn out. but because 
they are out of fashion; they are last 
season’s colors; the design is old; or 
some other reason than an absolute 
need. 

“How can we obtain the desired re- 
sults? The most important and 


necessary step when we begin to con- 
sider any display is a plan . 


. . Look 
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first for the sales message. Why do 
you think your customer will part 
with her hard earned money to buy 
what you are offering? What is there 
about your merchandise that can be 
dramatized? What will it, or can it, 
be used for? Does it have any par- 
ticular advantages? Is it new in 
style? Color? How about its quality? 
Maybe the price is the best feature 
about it. 
“Pick its strongest feature and use 
it for your sales appeal . . . Be original 
with your ideas. Plan your displays 
always with your customer in mind. 
She must be attracted by the display. 
It must appeal to her.” 

* * % 
JOHN MARINO of Marino & Son 
Shoe Co., Long Island City, N. Y., 
during a most successful showing of 
his shoes at Gano-Downs in Denver, 
Colorado, said: “Pointed toes are 
here to stay for quite a while. Women 
are beginning to realize that they not 
only look better but feel better. Look 
for spring colors: Black, Number 1; 
Navy, Number 2 and Red, Number 3. 
In heel heights, 24/8’s are still tops 
in fashion wear and we have some 
orders for 26/8. In whites, we are 
selling the majority in all whites, a 
minority with navy or red trim. Nail- 
heads and self-trimming are best in 
the trim picture. Contrast trims are 
also used frequently on basic colors. 
Watch for the T-strap to forge ahead 
—the open shank and closed heel.” 
He continued: “The fear of a slump 
in business this year is mostly fabri- 
cated. I’ve been all over the country 
and I find that good business is going 
to continue for the rest of 1958, par- 
ticularly in the shoe industry. I know 
our factory has been jammed with 
spring and summer orders.” 
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In the April 15th, 1957, issue of the 
Boot AND SHOE RECORDER, we turned 
the spotlight on JOYCE FORBES and 
her husband, BOB WANGER, who 
maintain a design and shoe service at 
45 West 34th Street in New York. We 


also pointed out that for avocation, 


they paint—pastels and water colors. 
We would like to think that our men- 
tion of that artistic fact was an en- 
couraging prod for, early in Janu- 
ary °58, Joyce submitted about eigh- 
teen of her water colors of birds and 
landscapes to the curator of the Grand 
Central Art Galleries. To her delight 
and amazement, he accepted them all 
for exhibition. 
* * + 

“The style problem in women’s shoes 
The 
tomers see the new tapered toes, the 
And they are 


has eased up. more our cus- 
more they like them. 
gradually becoming convinced that 
they can be just as comfortable as the 
old shapes were. 

“We are looking forward to a very 
good spring selling period,” says WIL- 
LIAM SHERMAN, buyer of women’s 
shoes at Weinberg’s in Chester, Pa. 
He continues: “Going into spring, our 
customers are fully prepared to want 





Een 


the slender shoe with the pointed toe, 


ee 


in the seasonable leathers and colors 
which will be good fashion. 

“Black patents should be in the lead. 
We expect the styles shown in patent 
this year to be more desirable than 
ever. Navy should be very good, as 
well as a blue tone that is neither too 
light nor too dark. These will be fol- 
lowed by beige tones. 

“We think that if our street window 
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is highlighted with the newest shoe 
fashions in these colors, our custom- 
ers will be receptive because they will 
be getting just what they want. If we 
start off on a sound basis like this, 
we believe we are headed in the right 
direction.” 

* 





* * 


“On the plains of hesitation 
Bleach the bones of countless 
millions. 
Who, at the dawn of victory 
Sat down to rest 
And resting—died.” 
(Author Unknown) 


“The above message hangs in my 
office and is something I look at nearly 
every day,” says JAKE H. WILEN- 
SKY of the Wilensky Leather Com- 
pany in Atlanta, Georgia. “If there 
ever was a time in the history of 
America, the nation and the people 
when they need to give heed and deep 
thought to the above statement . . 
it is now!” 

* * * 
ED BRONSON, who recently opened 
the Celé Shoe Shop in Vero Beach. 
Florida, writes: “Please see that your 
subscription department starts mail- 
ing my copy of your paper as soon as 
possible. When one has read the 
RECORDER as long as I have, I feel 
that part of my family is missing when 
I don’t get my copy.” 


“Our customers will not trade down 
for quality,” says JOSEPH HUDAK 
of the Boyd Store for Men in Philadel- 
phia. “They are used to wearing good 
shoes and they continue to want them. 
With money tighter and the hidden 
rises in the cost of things generally, 
the increased prices are only evident 
at the end of the week or the month, 
when the bigger bills have to be paid 
off. 

“We find it necessary to extend credit 
over longer periods of time. Until the 
economic situation eases up, we are 
allowing four months for payments to 
come in. If some of our good custo- 
mers have to make their money go 
further, we feel it to be a matter of 
mutual interest and impertance to 
keep these people coming back into 
our store. To them, good shoes are 
a necessity.” 
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Profile .... 


by ESTELLE G. ANDERSON 




























































HE legal profession lost one of its most promising protagonists when 

Abraham Weinman switched from investigation cases to shoe cases. 

We venture to say, however, that when the change-over took place, 
in 1947, there were many “shady” characters who were greatly relieved. 
And well they might be, for Abe Weinman had made their position ex- 
tremely untenable. 

He received his B.A. at New York University and later, his LL.B. at 
Harvard Law School. When he graduated, in 1939, at the age of 24, he was 
hired as a “dollar-a-year” man by William Herlands, Commissioner of 
Investigations of New York, during Mayor Fiorello H. LaGuardia’s admin- 
istration—to gain experience and try out for a permanent position. On 
October 1, 1940, having come through his apprenticeship with flying colors, 
he was appointed examiner on the legal staff of the Department of Investi- 
gations. His prime objective was to root out graft and corruption. 

One month later, he had “broken” his first major case. He accused. 
and won confessions from, 26 elevator inspectors in the Department of 
Housing and Buildings for having refused to approve elevator installations 
unless they were “paid off.” Mayor LaGuardia ordered the suspension of 
these 26 elevator inspectors. He also revealed that he was highly gratified 
with the results, for he had been trying to track down the elevator racket 
for two decades. 

In the first fourteen months’ work with the Department of Investiga- 
tions, Abe Weinman worked on such cases as the Sinking Homes in Wyn- 
woode Gardens, the Mayor’s campaign against obscene magazines; investi- 
gation into the administration of the Staten Island Port. At the time, he 
also completed a book called: “The Legal Powers of the Department of 
Investigations,” prepared for the use of the department and for lawyers 
who dealt with it. 

Other rackets that he investigated included the Combustible Division 
of the Fire Department, where seven inspectors were charged with shaking 
down oil burner installation companies. These seven men, together with 
the Fire Chief and his first deputy, were fired. Thirty-two out of the fifty- 
one plumbing inspectors in the Housing and Buildings Department were 
[TURN TO PAGE 62, PLEASE] 
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SALES TRAINING SERIES 





Departments 


by SEYMOUR HELFANT 


Manager, Smaller Stores Division, N. R. M. A. 


In a Shoe Factory... 














Many common consumer complaints result from a lack of 
understanding of shoe construction processes by the con- 


sumer. Often these complaints are readily answered by the 
sales person who knows how shoes are made. 


NE of the truly amazing things about the foot- 

wear industry is that, although it is unique 

and complicated, it has never made any at- 
tempt to inform the public about its intricacies and 
importance. The public has never properly been edu- 
cated as to the problems of manufacture and distribu- 
tion. 

Value is rarely stressed and the consumer knows 
very little about what he is receiving for his money. 
Better training of sales help can remedy this. More 
informative promotions from a health, as well as value 
point-of-view, might increase per capita consumption. 
Unfortunately, the per capita consumption of foot- 
wear is the same, or even less, for regular shoes than 
when shoes were rationed during World War II. It is 
an unfortunate situation when automobiles, which cost 
so much more, and have increased in price to a 
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greater degree than shoes, have increased also in 
per capita consumption by leaps and bounds. The 
explanation might be that a much better job of selling 
has been done by the automobile industry. 

The consumer knows all about horsepower, wheel- 
base, cylinders; but what does he know about a pair 
of shoes? Does he know anything about construction, 
materials, or fit? Basically, the answer is NO. This is 
due to the fact that the retailer and his sales help have 
been given very little or no help of this kind in their 
indoctrination into the retail distribution of shoes. 
Consequently, they have missed the golden oppor- 
tunity to demonstrate the terrific value of footwear as 
compared with any other item in the wardrobe. 

Only fashion is stressed in footwear, nothing else. 
One will note in newspaper ads that numerous pumps 

[CONTINUED ON PAGE 52] 
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It is seen in the Paris collec- 
tions of summer clothes: in Dior’s 
“Trapeze” trapezoid shape, in 
——_ Cardin’s curved back, “Scythe” 

; coat, in pointed collars, bias cuts. 


e ae 
/ fl 

/ ( Dior’s “Double Trapeze.” 

P q Jacket forms one trapeze; 


the skirt the second. 





Higher-riding look in strap shoe, on graceful lowered 
heel. By Charles Jourdan. 


66 OW wonderful for the shoe industry!” is ; 
the usual commeni on the new styles from | 
; Paris with their knee-high daytime skirts j 


and their many short evening gowns. “The Leggy 
Look,” however, startling as it is, is just one part of 
the spring style story from the Paris Collections. There 
is more dramatic news in the new revolutionary sil- 
houettes than just the high hemline. The chemise or 
sack has, of course, been the number one excitement. 
Added to this is Dior’s “Trapeze” silhouette in coats 
and suits—a trapezoid silhouette, actually. And Car- 
din’s “Scythe” coat with exaggeratedly curved back. 
Both these shapes are illustrated—Dior’s in a suit—and 
you will find also illustrated other leading styles from 
the Paris spring collections. These include the new 
high-waisted line in dresses, suits and coats and a trend 
to give a two-piece look to a one-piece costume. 

The impact of the new thinking of top Paris couture 
houses on the fashion world has been even more elec- 
trifying than the impact of the first pointed toes in 
the shoe fashion industry. Need we say more? Acknowl- 
edging that our own first reaction was not favorable, 


This de Givenchy suit 
has short skirt and jacket 
with kid belt placed high 


on jacket. 





Fabric pump on square toe, flat- 
tened last with long, higher-riding 


vamp, the soft bow of matching | CONTINUED ON PAGE 61] 
fabric. By Marcel d’Aya. 


Fashion sketches from reports by Arianne on the Paris 
Collections, courtesy American Rayon Institute. 





High-rising pump with bow-4rimmed tongue, in satin 
matched to dresses. By Marcel d’ Aya. 


Higher look in strap shoe, the line of strap repeated in 
slightly squared toe accentuated by contrasting tip to 
shorten line from hem. By Charles Jourdan. 





In the Fashion Field 


In shoes from the high style 
bottiers there are square toes and 
buckles, angles and curves, and 
straight lines in toplines and heels. 
Yes, geometric lines are every- 
where, giving a very new, very 
smart look to fashion. 





by ELEANOR M. RUTTY 


Shoe report from Lysia Harivel, 
Paris Correspondent 


V 


Cardin’s exaggerated 


“g 10-C ci » heel centered further back 
curved “Scythe” coat. Two-color kid shoe on new heel c f 


toward shank. Pale vestee matched to stockings. By 


Charles Jourdan. 


“Doe-foot”—d’Orsay—line in beige leather pump, new 
straight very high heel set back under shoe without 
breasting. By Roger Vivier. 


Kidskin pump with tongue and rectangular buckle mak- 
ing high-riding vamp line. By Marcel d Aya. 


The new “Colt toe’ on a spat shoe with kid tip and 
foxing, Louis XIV heel. By Perugia. 

Coat by Balenciaga. Note 

tubular shape, wider coi- 

lar away from neckline, 

indentation below bust. 

line, one-button closing. 


A Balenciaga Infanta eve- 
ning dress with collarless 
tight jacket tied at waist- 
“Little girl” look in La- line with ribbon sash. 
roche’s one - piece dress 
that looks like a dress 
with jacket. 





Western Boots Are BIG 


Three top Denver boot retailers sell a different clientele, in vastly different kinds 
of operations, but all subscribe to the same basic merchandising tenets. The for- 
mula has built “land office’ business for them in this highly profitable field. 
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UT in the Rocky Mountain West where “westerns” 
are lived in reality every day, three types of 
western boot retailers may be found. They oper- 

ate different kinds of stores; they cater to different classi- 
fications of clientele; their methods of approach and 
selling vary, but they are alike in their boot merchan- 
dising ideas. They concur in four boot merchandising 
‘musts’: Continuous instock, proper fit, wide range of 
sizes in stock and consistent advertising. 

“A boot doesn’t mean anything to a customer unless 
you have a complete stock and depth of size,” said W. J. 
Loeffler, manager of the Stockmen’s Store, Denver Dry 
Goods Company, which is known in a 10-state area for 
it broad lines of western boots, clothing, saddles, chaps, 
spurs and guns. He pointed to all sizes in width of A’s 
to E’s for men; A’s to C’s for women and B’s to D’s for 
children, and to price ranges from $7.98 to $12.95 for 
children, and from $13.95 to $42.50 for adults. 

“Western friendliness and a conscientious good fit sell 
many boots for us,” said Lester W. Freedheim, and son, 
Robert, owners and operators of the Frontier Shop at 
1110 17th Street in downtown Denver. Their boot de- 
partment occupies a third of their attractive and friendly 


BUSINESS 


corral-like store, selling to tourists, riding schools, ranch- 
ers and future farmers. 

A far different kind of store, which smells of saddle 
leather and looks like the Old West, is that of Fred 
Mueller Saddles and Ranchwear in lower downtown Den- 
ver at 1415 Larimer Street, but known throughout the 
world. Herbert Zahn, manager, and Frank LaBlotier, 
buyer and assistant manager, cater to actual wranglers, 
rodeo people, ranchers and their families. And 94 per 
cent of their boot business is done by mailorder from 
an attractive business-stimulating catalog. Here, the 
emphasis is not on “boots” but on “specific boots.” 

At the Denver Dry Goods Stockmen’s Store, clientele 
covers a broad range—tourists, summer-only “moun- 
taineers,” dude ranchers, 4-H youngsters, authentic cat- 
tlemen, and city people who like to dress up for visitors. 


Everything to delight a ranchman’s heart in an Old West atmos- 
phere, with boots of all sizes and types, greets the customer at 
Fred Mueller Saddles and Ranchwear, Denver firm known 
throughout the world. Mueller features boots from Goding 
Boots, Inc., Paris, Mlinois; Texas Boot Manufacturing Company, 
Inc., Lebanon, Texas; Quinn & Delbert Boot Manufacturing 
Company and John A. Frye Shoe Company, Inc., Marlboro, 
Mass.; and Justin & Sons, Inc., Fort Worth, Texas. 


Above: Boot windows that appeal to dude ranchers, huntsmen, 
tourists and authentic wranglers are year-round promotional 
“musts” in the Stockmen’s Store of Denver Dry Goods Com- 


pany. Featured brands are Acme Boot Company, Inc., Clarks- 
ville Tenn., and Justin & Sons., Inc., Fort Worth, Texas. 
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by VIVIAN ANDERSON 


Mountain States Correspondent 


Bigger than Christmas in this store’s promotions is the 
month of January, before and during the great National 
Western Stock Show, the largest in the world and held 
here annually. All windows in the block-long store front- 
ing 16th Street are done in the western motif and boots 
are in each one. The biggest advertising program of the 
year is carried on at this time; extra help is hired to 
welcome stock show visitors from all over the nation and 
every January more friends are won for the shop. 

At least once a month thereafter, one or two street 
windows are given to boots. Advertising in daily news- 
papers is consistent. Customers entering the shop for 
other western apparel are shown co-ordinated boots. 
New colors and types are constantly being worked into 
the stock and suggested to customers. Emphasis is placed 
on children’s boots when an adult buys a pair, for as 
Mr. Loeffler says, “In the West, kids like boots—even 
grandmothers buy grandchildren boots for gifts.” Records 
are kept only of sizes sold in better quality adult boots. 

Western T-V shows and the square dance craze have 
boosted boot business in the mountain states. Male square 
dancers wear western boots whenever possible. When 
they walk in for an “entire outfit,” salesmen coordinate 


in Denver 


the boots with the apparel. More boots are being sold 
today for casual wear; promotions and salesmen stress 
this fact. After more people were seen buying the com- 
bination walker-ride heels, more of that kind of boots 
were stocked. More people prefer the 12-inch boot and 
with lots of stitching and inlays. Browns and tans are 
still the biggest colors for men, except for those cus- 
tomers who buy show boots in higher colors. 

Owners of the Frontier store, founded in 1897 and 
run by the senior Mr. Freedheim for 35 years, say the 
best boot merchandising is trying to give what the cus- 
tomer wants. 

“ Savvy’ is a good word for it . . . you can’t be in this 
business as long as we without recognizing the needs of 
the customer,” said Robert Freedheim. “We have found 
that people shop around for boots, and many times the 
last store they enter is the one that gets the sale. Boot 
business is more competitive than shoe business. Most 
kids want western wear and we find no opposition from 
parents when children are fit properly. An interesting 
adjunct, too, to boot retailing (and it pays off in profits) 
is the moccasin business. Women square dancers like 
quality moccasins. Another avenue for more business 
in boots in a country where riding is popular is con- 
tact with the trainers for riding club business. Friend- 
liness is still the big word here; that’s why we get 
letters from all over from people who have visited our 

[CONTINUED ON PAGE 53] 
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Above: Versatile western boot styling, L. to R., black 
and blue combination, black vamp, blue top, black 
piping and pullstrap, orange and dark blue stitch; 
all brown calf conservative narrow toe, both from 
JUSTIN. Combination of pale green and black with 
dramatic touches of yellow, ACME. New moccasin-toe 
in reddish brown with three row stitch, C. H. HYER 
& SONS, INC. All black with brillia llow piping, 
red pullstrap, red and white stitch, T S. All black 
straight top is piped with white, fine check cross 
stitch is white too, NOCONA. Poster courtesy T. W. A. 


Right: Light tan calf, green and orange stitch, self 


pullstrap; black vamp, beige top with black under- 
lay stitch and pullstrap, contrast color; all white with 
interesting wrinkle and stitch design on vamp, all 


from LONE STAR BOOT COMPANY. 


Below: Western styles for youngsters, L. to R., light 
blue and black combination, ACME. Burgundy vamp, 
cream leg, red piping and stitch, burgundy pullstrap, 
FRYE. Red vamp, beige top, red side straps and 
Roman stripe fabric pull; all-over light tan with yel- 
low stitch and cellular crepe sole, both from QUINN 
& DELBERT BOOT MFG. COMPANY. Brown vamp 
and side strap red top with yellow underlay stitched 
and piped in black, GODING. Light tan vamp, brown 
top, yellow orange, green and white underlays and 
stitch, QUINN & DELBERT. All-over charcoal brown 
wing tip, white piping and underlay, NOCONA. In 
foreground, brown vamp, red top, with yellow under- 
lay and stitching, black fabric pullstrap, GODING. 















































A heally 
Waterproof Shoe . 


PREPARED SHOE: 


Shoe is partially filled with metal pellets to add weight 
and to give an electrical “ground.” When first drop of} 
water seeps through shoe, the electrode circuit is broken, 
and red light flashes on machine, indicating that water 
has seeped through. 


CONVENTIONAL SHOE: 


A regular work shoe submerged in two inches of water. 
Photo was taken 10 minutes after shoe was in water— 
though shoe had “leaked” after only 12 seconds. But 
now water absorption has added three ounces of weight 
to shoe. Leather in forepart has begun to take on whitish 
color. 


42 


AFTER VULCANIZATION: 

This is what the shoe looks like when withdrawn from 
the heat-molding or vulcanizing machine. It now has a 
water-tight seam between sole and upper. 


WATERPROOF SHOE: 


This shoe, undergoing same test as conventional work 
shoe, has been partially submerged in water for nearly 
ten hours—and still no leakage or leather discoloration 
or added weight via water absorption. 
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At last it’s here—a shoe that is really waterproof. A new vulcanization process for the 


sole and silicone treatment for the upper, gives a shoe that breathes but will not leak. 


OR centuries, shoemen have sought a truly 

waterproof leather shoe. Now, at last, it’s here. 

Not merely a _ water-“resistant” shoe, but a 
genuinely water-proof shoe. 

What makes it completely water-proof? A combina- 
tion of two factors: a relatively new kind of shoe con- 
struction (vulcanization) and a special silicone treat- 
ment for the upper so that the leather sheds rather 
than absorbs water. 

Three weeks ago we viewed an amazing first-time 
demonstration—a _ scientific test involving a regular 
hightop men’s work shoe, and the new waterproof 
work shoe. Both were put through a gruelling flexing 
test (to simulate walking action), with the shoes sub- 
merged in water about two inches above the sole. 

What happened? In 12 seconds (six shoe flexings) 
the conventional shoe had a water leakage. But after 
22,000 flexings (10 hours) the waterproof shoe was 
still thoroughly dry inside! 

Now, up until recently, the truly waterproof shoe 
was a virtual impossibility. For example, you could 
make the upper leather practically waterproof by 
stufling it with greases and oils (but which at the same 
time closed the leather’s pores); or by use of other 

[CONTINUED ON PAGE 64! 


WATER VERSUS SILICONES: 


This leather has been impregnated with silicones (Syl- 
flex). Note how water droplets fail io penetrate leather. 


FLEX-TESTING MACHINE: 


A special apparatus that flexes the shoe to simulate walk- 
ing action. Shoes are being flexed while partially sub- 
merged in water, to determine time or flexes required 
before water seepage occurs. 


VULCANIZED SHOE: 

Here it is in process of having the whole shoe bottom 
(sole and heel) “heat-molded” in a vulcanizing shoe 
machine. 


EFFECTS ON LEATHER: 

Both of these identical leathers have been exposed to 
moisture, perspiration, damp heat, flexing action. Sili- 
cone treated leather on right stays soft, pliable. Un- 
treated leather on left stiffens and cracks under tests. 


CONVENTIONAL SHOE: 


Note wet inside of shoe after ony a few minutes of simu- 
lated walking action submerged in two inches of water. 





What's In A Shoe 
And How To Sell It 


by WILLIAM ROSSI, Field Editor 





The “rib” material comes off a reel, goes 

through a special machine and is ap- 

plied to the rounded innersole hy a per- 
manent-bond cement. 


UST about anyone who sells shoes 
knows that most shoes have an 
But what is the inner- 
sole? What functional purpose does 
What 


the shoe, to 


innersole. 


it serve? does an _ innersole 


mean to the salesman 
who sells the shoe, and to the con- 
sumer who wears the shoe? 

Summed up simply, the innersole 
is the guts of the shoe. More scien- 
tifically expressed, it’s the structural 
foundation of the shoe. We might 
almost from an 


say, engineering 


standpoint, that the shoe is built 
around the innersole. 

The innersole greatly influences the 
Five basic tvpes of shoe construction 
illustrating the relation of the innersole 

to other sole components 








oe 
STITCH UNITING 
MIDSOLE AND UPPER 


Innersole with rib attached. Note canvas 
reinforcement that makes rib stand up. 


total performance value of the shoe— 
wear, comfort, shape retention. 
appearance, the 
stability of the shoe. This is where 


its 
whole _ structural 


built-in quality, via the innersole, 
really shows up in the shoe’s perform- 
ance, 


What do? It 


largely influences the life-term of the 


does an_ innersole 
shoe. A faulty innersole will quickly 
go out of alignment—and at the same 
time throw the shoe out of alignment. 
This obviously reduces the perform- 
A distorted 


value, 


ance value of the shoe. 


shoe loses appearance is re- 
duced in wear value, causes foot dis- 
for 


comfort. Innersole quality, 


structural stability, is obviously im- 
portant. 

The innersole plays an important 
foot 
component in 
the foot. It 
mechanical 


role in health because it’s the 


most direct contact 


with must resist such 


and chemical forces as 
perspiration, bacteria and fungi, foot 
heat, friction and 
all foot 


and comfort. The innersole largely 


odors, pressure 


stresses— involved in health 
determines the flexibility of the shoe. 
It’s also a protective element, insulat- 


ing the foot against cold and heat. 








LOCKSTITCH 
UNITING OUT- 
SOLE AND 
WELT 


STITCH UNITING INSOLE, UPPER 
LINING AND WELT 





Cross-section of an innersole, showing 
the raised “rib” and reinforcement. 


From the consumer’s standpoint, all 
these are important features in the 
purchase and performance value of a 
shoe. But because the innersole is a 
“hidden” component, why should all 
its features—so important to the con- 
sumer—be hidden from the customer ? 
Thus, telling and selling the “inner- 
sole story” can provide the retail shoe 
salesman with some fresh merchandis- 
ing features that enhance selling ef- 
fectiveness and create greater custo- 
mer appreciation of shoe values. 


The innersole on the bottom of a Good- 

year Welt shoe with “channel leaf” (the 

ridged lip) turned up. Center, after the 

Goodyear stitching. Right, the channel 

leaf has been cemented and flattened, 
and outersole attached 


CEMENT BINDS UPPER ANDLINING TO SOLE 
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Innersoles 


Your customers should be told about the innersole since it gives the shoe its struc- 


tural strength and is the most important part in the shoe for foot comfort and health. 


How the innersole (top layer) lies in 
the Goodyear Welt shoe. Beneath it are 
the “filler” layer and the outersole. 


What's an Innersole? 


Most shoes have an innersole. Most 
shoes are composed of three layers of 
components beneath the sole of the 
foot. The inner layer, directly against 
the foot, is the innersole. (Note: some 
shoes have a thin socklining atop the 
innersole to cover visible stitching or 
flattened nail tips on the innersole.) 
The center or middle layer is com- 
posed of a welting, a midsole, or a 
filler of some material, or combina- 
tions of these, depending upon the 
type of shoe construction. The bottom 
or outer layer, of course, is the outer- 
sole. 

Such 
Welt, 
McKay 


innersole as 


constructions 
Stitchdown, 
and Littleway 


as Goodyear 

Nailed, 
require an 
part of the inherent 
structure of the shoe. An estimated 
85 per cent or more of shoes require 
an innersole. 


Cement, 


Such constructions as 
the genuine moccasin, turn and slip- 


NI Oooo se 
38 ant rs 2 
LASTING TACK 


CLINCHING POINT MKAY SEAM FASTENING 
OF LASTING TACK OUTSOLE ,UPPER AND INSOLE 


April 1, 1958 


Showing how the rib comes through the 

rib-attaching machine and is attached 

to the rounded innersole with a quick- 
sealing cement bond. 


Four steps in the making of an inner- 

sole. Left is the leather innersole blank; 

next is the rounded innersole; next is 

the innersole with “channel” (dark thin 

line cut into the leather); the channel 

lip is raised to become the rib, with 
canvas reinforcement. 


STAPLES HOLDING UPPER AND LINING TO SOLE 


This is a two-sole Stitchdown shoe. The 
top layer is the innersole, and beneath 
is the outersole. 


lasted shoes don’t require an innersole 
by nature of their structural process. 

Now, 
basically like an outersole 
that 
cately contoured, and has an upstand- 


an innersole is shaped 
except 


it’s smaller, thinner, more deli- 


ing “rib” for attachment purposes. 
Nobody is quite sure where or when 
the innersole was originated. It prob- 
ably started in crude form in the 
ancient past when someone cut out 
and slipped an “extra” sole inside the 
shoe for added protection. 

There are many different types of 
innersoles. All, however, have certain 
things in common: they’re cut to con- 
form exactly to the size and shape 
of the bottom of the last; they must 
comply with certain specifications of 
thickness and dimension; and they all 
have a “rib” that is either attached 
or “channeled” (cut into) the insole 

[CONTINUED ON PAGE 54] 


Cross-section of a Goodyear Welt shoe 
across the ball showing the innersole, 
welt, filler and outersole. 
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May Weather 


Warm east of the Rockies and cold throughout the west and Canada is 


the May forecast. Many areas will have more than normal rainfall. 


AY’S weather pattern indi- 
cates warmer than normal 
temperatures the 
Rocky Mountains and relatively cold 
conditions throughout the western sec- 
tions of the United States and Canada. 
A very wide area, extending from 


east of 


Montana to Louisiana, is expected to 
average wetter than usual. Other wet 
areas include the southern portions of 
California and Nevada, and a narrow 
strip, from Lake Ontario to Cape Hat- 
Texas, 
southern Florida and parts of the 


teras. In contrast, southern 
Upper Great Lakes and Northwest 
will be noticeably drier than normal. 
The following is a more detailed de- 
expected 


scription, by region, of 


weather conditions for May. 


Area I: Northeast 


than 
throughout 


normal weather is 
the Northeast. 
Average temperatures will range from 


Warmer 
forecast 


two degrees above normal along the 
Atlantic Seaboard to four degrees 
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above normal in the western counties 
of New York and Pennsylvania. Rain- 
fall will average below normal ex- 
cept in southwestern Pennsylvania and 





PRECIPITATION 
ESTIMATED PERCENT DEVIATION FROM 
NORMAL MONTHLY PRECIPITATION 





Lakes-Midwest 








Virginia. Last May, drought condi- 
tions were beginning to develop in 
southern New England and in coastal 
Virginia to New 


locations, from 


Jersey. 


Area II: Great Lakes 

Warmer and drier than normal is 
the general forecast for the Great 
region and Ontario 
Province. Only a small area, covering 
Lake Ontario and the eastern parts of 
Ohio and West Virginia, is expected 
to average wetter than usual. Tem- 
peratures will range three to four de- 
grees above normal and_ noticeably 
warmer than last May. 


Area III: Southeast 
Practically all of the Southeast will 
be warmer and drier than usual. Only 
the western half of Mississippi and 
the eastern sections of North Carolina 
are expected to average wetter than 
normal. Last May, the rainfall pat- 
[CONTINUED ON PAGE 56} 
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Company executives examining the 50,000,000th pair of shoes to be produced. Left to right, Charles 
Slosberg, Vice President and General Manager, Samuel L. Slosberg, President and Treasurer and Martin 
M. Landay, plant Superintendent. In backrgound, portrait of J. A. Slosberg, company founder. 


50 Millionth Pair for Green 


A family operation for thirty-one years, Green Shoe Company’s impressive rec- 
ord stems from concentration on one brand, one quality and an instock service. 


HE 50 millionth pair of Stride 

Rite shoes was turned out this 

week from the production ma- 
chinery at Green Shoe Manufacturing 
Company’s five-story brick plant in 
Boston’s industrial district. 

It marked a significant milestone in 
the 39-year history of a firm that is 
one of the nation’s top 10 shoe manu- 
facturing companies, in both dollar 
volume and in pairage. Even more 
impressive is the fact that Green Shoe 
is a wholly independent, family-oper- 
ated firm, devoted to the manufacture 
of a single brand—and a children’s 
brand, at that. (As might be expected, 
the majority of the 10 leading manu- 
facturers is made up of the so-called 
giants, such outfits as General Shoe, 
International and Brown Shoe, com-. 
panies with several divisions under 
their control turning out as many as 
15 to 20 brands apiece. ) 


Established in 1919 by the late 


J. A. Slosberg, Green Shoe made 
1937, 
when the decision was made to con- 
centrate solely on the Stride Rite line, 
1930. 

Jacob A. Slosberg came to America 
an immigrant lad of 10, equipped 


various private brands until 


which ‘had been introduced in 


with an old-country philosophy he 
later drilled into the minds of his two 
sons, 

“No gadget or sales trick,” he re- 
peatedly told sons Samuel and Charles, 
“will ever match the one word that 
makes a shoe—or any product—suc- 
cessful. The one word is quality.” 

The Stride Rite organization has 
operated on this principle since its 


Ralph Belfiore of Green Shoe Company’s 

Cutting Room, one of its oldest employes 

dating back to 1921 and his Grandson, 

Ralph, Jr., an apprentice in the Lasting 

Room, compare the first welt shoe made 

by the company and the fiftieth million 
pair, just produced. 


inception. The plant itself has 250.- 
000 square feet of space and 1500 
employes. Its daily average of 17,600 
pairs of children’s shoes is the high- 
est production rate in a single fac- 
tory unit in the entire nation. 
[CONTINUED ON PAGE 65] 





W profits are coming your way with 
new YORK Plastic footwear 


MISSES’ and CHILDREN’S PULLEZE 


BOYS’ HIGH METRO 
(Also available for men ) MEN’S NULITE 


MEN’S AND BOYS’ DUFLEX 


TYE R Kikler Company 


An OP OTER,. MASSACHUSETTS, 


TYER RUBBER COMPANY, Andover, Mass., U.S.A. 
Please send me [_] Complete information on the new TY RON line. 
(_) Rubber footwear price list. (-] Canvas footwear price list. 
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New York Retailers 
Wait for Good Weather 


IT IS an obvious fact . . . shoe 
retailing in New York (as else- 
where) goes the way of the weather. 
It has been proved time and time 
again. For a few days there was a 
burst of sunshine and a feeling of 
spring in the air; and with it came a 
corresponding effect retail-wise. 
Traffic in stores increased and selling 
was reactivated. Then, as a reminder 
that March was still very much of a 
weather force, the winds howled, the 
rain and snow came down at impor- 
tant selling week ends and slowed 
things up considerably. 

The next week will tell the story. 
There are precious few days left be- 
fore Easter and if the weather is 
good, selling will be good. If not, 
retailers will have to look to post- 
Easter and spring for their best sell- 
ing opportunities. 

Merchants have made their pitch 
for the consumer’s dollar—with at- 
tractive promotions in their win- 
dows, in their interior displays and 
in their advertisements. They have 
emphasized all of the fashion fea- 
tures of silhouette, heel heights, 
leathers, colors and materials. High- 
lighted were: ‘‘Patent with less shoe, 
more view .. . deep shoe decolletage, 
intensely flattering” ... “The bow 
pump and the T-strap let down their 
heels” “The shortening heel, 
fashion’s perfect complement to the 
shorter skirts, the chemise look!” 
... “The adult flat with the tapered 
toe”... “Crepe soles come to town” 

“City build-up—a beautifully 
stacked leather heel on the perfect 
tailleur pump.” 

None of the retailers would pre- 
sume to predict how the sales picture 
will shape up. Most of them feel 
they are doing the best they can and 
they are hoping the weather will be 
good. They are depending on the 
lift to the spirit that comes with the 
purchase of a new pair of shoes. . 
to overcome some of the pessimism 
and talk of the economic pinch. 


* * * 


St. Louis Teenagers 
Swoon Over Red Patent 
MARCH retail shoe sales in St. 
Louis turned on and off like a fau- 
cet. When the city was blessed with 
a bright, sunny, warm day, shoe 
stores and departments found traffic 
brisk and buying lively in all cate- 
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gories. Good days were outnumbered 
by bad. Snow, cold winds and per- 
sistent rains cut shoppers down to 
a trickle and all segments of retail- 
ing suffered along with shoes. 

In general, however, four points 
stand out: teenage girls’ buying is 
fair to strong; children’s Easter 
pairs are at last moving; women’s 
spring selling has come to life re- 
wardingly; men’s business is very 
slow. 

Teenaged girls like the new look 
of red patent flats with tapered toes 
and tailored bow vamp decoration. 
These are moving well, along with 
plain black smooth and black patent 
shells for rock ’n roll. Some re- 
sponse has been chalked up for navy 
kid skimmers, but, one dealer 
puts it, “The girls come in for navy 
but take one look at red patent and 
swoon.” Brushed leather oxfords on 
crepe soles, both eyelet and hook- 
and-eye fastened, continue to be good 
sellers for school. Light gray and 
light beige are gaining ground over 
black. 

Little girls are buying pumps, 
mainly one straps and swivel straps. 
Black patent, touched gently with 
white, reigns supreme. In suburban 
stores, all-white pumps started mov- 
ing about March 1, but not in the 
volume anticipated by April 1. Black 
moc-front loafers combining smooth 
with grained plug are best selling 


‘licorice- 
stick’ 
black 


by Sertdemien, Spring party patents 
oar Wile ‘miss fashion’ im hres 


as 














Three styles are emphasized here: swivel 
strap; T-strap, grosgrain trim; bowpump. 
Carson Pirie Scott, Chicago (4 cols.). 
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Easter pattern for young boys. 

High school boys’ buying was re- 
ported everywhere as light, along 
with men’s business. As a special 
educational service to its customers 
Famous-Barr Company played host 
to Robert Walls, factory trained con- 
sultant for Wright Arch Preserver 
shoes, featuring him at all four of 
the Famous-Barr department stores 
during a week in early March. Ac- 
cording to Mr. Walls, response to his 
106-style showing was good, con- 
sidering unpleasant weather. 

Inventories of women’s pairs are 
listed by dealers as still high, in 
spite of the increased pace of wo- 
men’s March buying. Best selling 
patterns include closed black patent 
pumps on 23/8 heels, butterfly-effect 
vamp ornamentation; closed toe, 
open back red calfskin pumps, mid- 
heels, with bot. tailored and dressy 
vamp treatments; onen 
back T-straps of black smooth ana 
black patent, shaped 17/8 heels. 

Women’s casuals are standing still 
currently, although more than a few 
pairs of gay rubber soled canvas 
playwear have been sold both down- 
town and in suburban shopping cen- 
ters. Dressy white pairs for women 
are on limited display in the stores, 
but not moving as yet. Many of the 
white pumps combine red or red- 
and-blue for good ready-to-wear co- 
ordination in the St. Louis spring 
and through the summer ahead. 
Heavy sales of red handbags have 
gone hand in hand with the vast 
popularity of red footwear in this 
city. 

Dress shoes at $16.95 are finding 
consumer resistance from working 
girls, according to a downtown re- 
tailer here. With unemployment in 
St. Louis at a new peak, many of 
these careerists are finding that with 
Dad out of a job a heavier percent of 
the family financial burden falls on 
their shoulders. 

Many shoe retailers held their 
early March advertising to a mini- 
mum, feeling that until the weather 
took a turn for the warm, advertise- 
ments were not going to pull. 

[CONTINUED ON FOLLOWING PAGE] 
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Spring Peak Near 
for Chicago Retailers 


CHICAGO retail shoe business is 
reaching its spring peak. Heavy 
promotions and activity will be con- 
centrated in the final week before 
Easter. There will be an early 
swing to lighter and early summer 
shoes. Patents have topped all rec- 
ords in sales. Although they have 
been favored to date, there has been 
more activity than expected in blues, 
reds, and the brown family. Opened 
up shoes and departures from strict- 
ly closed pumps are now showing 
strength. 

Business has been fairly healthy, 
despite the current economic picture. 
Chicago has not been particularly 
hard hit by any recession as yet. 
Some neighborhood stores feel the 
pinch—those in industrial areas 
where there have been layoffs. How- 
ever, in other areas sales have held 
up. 

Patent pumps, of course, have been 
the over-all top sellers. But navy 
calf has edged into the picture. 
There has been a healthy variety in 
style choice. There is a swing away 
from the dominance of the closed 
pump. It is seen in increased pref- 
erence for open toes, open work in 
the vamp, and particularly in the T- 
strap. The open back has come up 
fast in favor. Marshall Field & 
Company devoted a full page adver- 
tisement to “the shoe with the open 
heel.” It was described as “The 
look of a suit shoe in front, the look 
of less shoe overall. Going a long 
way to accessorize the chemise, the 
easy jacketed suit, the cocoon coat.” 

Both the flats and the mid-heel 
continue to spark sales. The wide 
choice of styles in each have brought 
new customers into the ranks. In 
the flats, where there is heavy buy- 
ing by teen-agers, the new T-strap 
versions have done especially well. 
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There has been good response to al- 
ligator promotions. In dressy brack- 
ets, there is good interest in silk 
and other fabric pumps and sandals, 
especially when decorated with em- 
broidery or applique. 

There has been a spurt of busi- 
ness in the tailored and semi-tailored 
shoes—in crushed and_ textured 
leathers in tailored pumps and spec- 
tator adaptations. This has been 
spurred somewhat by the ribbed and 
plain light colored crepe soles. 

Children’s shoe sales have held up 
well. This is one of the best periods 
of the year for dressy shoes. Sales 
have concentrated heavily on patents, 
especially swivel straps, T-straps, 
and bow pumps. 

* * * 


Weather Still Sets 
Boston Sales Pace 


SHOE retailers in the Boston 
area report that sales volume dur- 
ing March showed continued im- 
provement, particularly as the Easter 
selling season shifted into high gear. 
As indicated earlier, the weather was 
the deciding factor on practically all 
good or bad days. The warm sunny 
weather of early March was marked 
by substantial volume gains over a 
year ago. Conversely, the snow and 
rain of mid-March saw sales taper 
off considerably. On the whole, re- 
tailers felt that March would show 
an increase but whether the increase 
would offset February losses would 
be a matter determined almost 
wholly by the weather. 

At Kays-Newport’s Tremont St. 











store in downtown Boston, black 
patent in dressy pointed toes with or 
without ornamentation led the field 
by far. Some open toe bow pumps, 
also in black also found favor. Sec- 
ond-best sellers included red, blue 
or bone calf in high or mid-heels 
while navy was lower on the list. 
Sales through mid-March were run- 
ning “somewhat” over last year and 
this coupled with a “slight decline” 
in February pointed the way toward 
a fairly successful Easter. Also do- 
ing well were the increasingly popu- 
lar T-straps with plain or decorated 
vamp and high heel. Again, black 
patent or blue or red calf or black 
or red calf suede were favored. 

At R. H. Stearns in suburban 
Chestnut Hill, both tapered and 
pointed toes in black and navy with 
high and mid-heel were vying with 


casual and semi-casual types and 
pumps. Colors have not varied much 


from the usual spring blacks and 
blues, with some interest in red, but 
there has been a noticeable trend to- 
ward more ornamentation. A mid- 
March promotion of the tapered but- 
ton-toe pump in black patent or navy 
calf collared in black or navy faille 
for a two-textured effect, also in 
medium or high heel, found good in- 
terest. 

Children’s shoes have sold steadily 
throughout the month with volume 
holding close to last year’s level. 
Several stores report a good run on 
adjustable strap Mary Janes in both 
white or black patent and clip-on 
ribbon bows. Another wanted type 

[CONTINUED ON PAGE 68] 





10 wast S7ib street ... open thucadays ill ? p.m 


Patent, black and shiny, continues as Queen in New York. This ad, done with a 
touch of caricature emphasizes the pointed toe and high tapered heel. Interest 





is expertly drawn to the three shoes. Andrew Geller, New York (8 cols). 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 





New England 


NEW ENGLAND manufacturers find little to crow about 
in recent weeks. The much-anticipated second run on 
spring orders has failed to materialize on any large scale 
due to the dearth of fill-in orders from retailers. Although 
retail business in the area is reported as active, merchants 
are obviously concerned with reducing somewhat heavy 
inventories rather than keeping stocks adequate. As a 
result, there is no backlog of orders worth mentioning, 
particularly in the medium and low-priced field of women’s 
and misses’ shoes. Most factories are working on sharply 
curtailed schedules and some have quietly shut down for 
a week or so. 

Manufacturers are largely resigned to a poor first quar- 
ter but are hopeful that good retail business will open the 
gates to new orders. The reasoning is that retail stores 
will suddenly awaken to the low state of their stocks and 
rush in for late spring or early summer refills. Thus March 
is considered a vital month for the New England shoe 
industry. Another hopeful factor is the opening of the 
Advance Market Week in Boston where manufacturers 
will be looking for spring reorders rather than the usual 
preview of fall prospects. 

About the only ones enjoying a fair amount of reorders 
are the children’s shoe factories which have been working 
steadily since the year began. Producers of women’s 
branded lines, in the minority here, find the going better 
also. Men’s factories have been working at a normally 
steady pace with nothing spectacular to report. But the 
makers of unbranded popular priced women’s volume lines 
feel this has been a “lost” season—one that will require 
months of better-than-average business to make up when 
1958 totals are counted. 

There is little if any talk of price but much is still heard 
of costs. Firms which had been counting on volume to 
keep their costs bearable now find the squeeze at its tight- 
est with little relief in sight at the moment. Unless the 
coming months bring renewed life to the retail and manu- 
facturing level, producers here see little chance of in- 
creasing prices on fall 1958 lines. 


New York 


SHOE manufacturing in New York is generally considered 
to be satisfactory. Plants are busy for the time being. 
Last-minute deliveries are being made to the stores in local 
areas for Easter and post Easter. In addition, a good 
portion of the present production derives from fill-ins and 
size-ups received from southern, western and other ac- 
counts that have already had a chance to promote and 
sell the new season’s shoes and are reordering on the most 
popular numbers. 

The feeling of many of the shoe manufacturers is that 
production may be a bit erratic here and there but, in 
general, the over-all prospects are bright for the coming 
months. Their thinking is based on the fact that retailers 
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must place their orders now, if they want to have shoes 
in their stores by August for late summer, transition and 
back-to-school promotions. 

Women’s shoes going through the factories now include 
a few patents, some calf and kid in light colors and white. 
as well as colorful prints in cottons and silks, fabrics and 
straws. A manufacturer of high grade women’s shoes indi- 
cated that they were getting very good response on their 
pastel suedes in opened up types. 

Factories making children’s shoes report that business 
is good . . . production is high . and indications are 
that activity will be maintained on a steady basis for the 
next several months. 

Although shoe production is for immediate and near 
future deliveries, manufacturers are not neglecting the 
coming season. They are designing and making up the 
first samples of their fall lines—to have them in readiness 
for the regional shoe shows, including the Guild of Better 
Shoe Manufacturers showings the week of April 21 and 
the Popular Price Shoe Show two weeks later. 


Chicago 


ALL activities in shoe production and distribution centers 
point to fall. Right now emphasis is on new lines for 
major and regional shows scheduled for the next six weeks. 
Serious thinking and planning is going into this selling 
period. The current economic situation has thus far made 
no serious dent in shoe business. Nor, based on past per- 
formance, is it expected to. However, industry leaders 
realize that this is a time for careful consideration of needs 
of the industry. 

Some changes in production and distribution are shap- 
ing up. There is a need for continued production of regu- 
lar and preferred shoes, that is, some of the time tested 
staples. Some styles should be produced in sizable quan- 
tities, despite style fluctuations. Rigid following of style 
trends can lead to lost sales. This is one lesson learned 
from the tapered toe experience. It is granted that tapered 
toes are well accepted. However, there is still a demand 
for conventional lasts, and it is a sizable and persistent 
demand. Some of the biggest volume distributors, the mail 
order houses, still sell a lot of conventional lasts. They 
are in a position to make demands from their resources. 
The smaller family and independent shoe stores are not. 
The result, for some factories at least, should be a better 
balance in new lines. This will mean enough of the staples 
to meet demands. 

There are several bright spots in the present shoe pic- 
ture. Shoe men are heeding these signals that should pro- 
vide stimulus to sales at the retail level. In the women’s 
field, great potentials are present for the fashion shoe on 
the mid-heel. This has been accelerating in the past two 
years, but has only started to explore its possibilities. Most 
lines will be showing many more styles in this range than 
ever before. One of the fastest style houses now carries 
all new silhouettes down to the lower heel lasts. Most 
manufacturers are agreed that fall will see the widest range 
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Sales Training Series 


Departments in a Shoe Factory 


[CONTINUED FROM PAGE 35] 
are advertised at one time. They are all basically the 
same, the only difference is the bow or ornament. If 
the advertiser could use some part of this expensive 
space to tell a little about the complications involved 
in the construction of footwear so that the consumer 
could understand its value, it might then be easier to 
sell footwear and increase the per capita consumption. 

One national manufacturer has been attempting to 
show the intricate problems confronting manufacturers 
of shoes. This program is specifically aimed at re- 
tailers and their employes. 

A much better selling job can be done when the 
“man on the floor” understands the complications 
resulting from the great numbers of size combinations 
necessary, the many widths, styles, heel heights, shapes, 
materials, colors and manufacturing operations needed 
in making shoes. When a salesman knows that it takes 
two hunderd to three hundred and sixty operations 
to make a pair of welt shoes (2 shoes), and from 
four to more enthusiasm can be 


six weeks, then 


aroused and transmitted to the consumer, when a 
complaint is voiced about the high price of footwear. 

The great variety of shapes, styles, sizes, materials, 
etc., required to supply the needs of every man, woman 
and child in the United States is a tribute to the great 
shoe industry. Only with good and efficient distribu- 
tion to the consumer, will confidence be created. 

To better understand the value of footwear, the 
different departments in the shoe factory will be men- 
tioned so that the necessary operations in making 


shoes will be better appreciated. 


UPPER CUTTING 


Upper leather is sorted and set into jobs from 
which vamps, quarters, tips, backstays and tongues 
are cut. 

Cutting the upper leather. Machine cutting uses a 
clicking machine with special clicking dies. Hand cut- 
ting uses metal bound cardboard patterns and a knife. 


CUTTING LININGS 


Uppers and linings are “match marked,” paired, 
stamped for size and case number so that the job can 
be identified on its way to becoming the finished 
product. 


UPPER FITTING 


Uppers and linings are assembled and stitched to 
make a completed shoe upper. The operations and 
sequence in this area vary according to type of shoe 
and complexity of design. 

Skiving, cementing, folding and finishing seams, 
perforating, inserting eyelets and temporary lacing are 


also accomplished here. 


STOCK FITTING 


Bottom stock prepared, such as insoles, outsoles, 
welting, counters, heels and boxtoes. 


LASTING 


Lasting is extremely important because it is here that 
the shoe takes the shape that it will keep for the entire 
life of the shoe. 

The shoe upper is drawn very tightly over a wooden 
last and later attached to the insole, if there is an 
insole in the shoe. The leather in this operation must 
be molded properly on the wooden last so that the 
“pull” on the upper will have even distribution, to 
eliminate all wrinkles in the finished product. The 
shoes must match evenly because the strain on the 
leather, due to its characteristic composition, may be- 
come uneven and result in mismatched pairs. 


BOTTOMING 


The bottom is prepared to be attached to the out- 
sole. The operations vary depending on the type of 
shoe. 

The outsole is permanently attached to the rest of 
the shoe, also depending on the type of construction, 
such as sewn shoes, cemented shoes, nailed shoes. 

The construction is identified by the way the out- 
sole is attached to the shoe. The purpose of the shoe 
determines the correct construction. For example, for 
dress wear in women’s footwear the lightweight ce- 
mented process would be the most practical. 


MAKING 

Attaching heel, trimming heels and edges of soles, 
scouring heels, setting the edges, staining and burnish- 
ing the heels. 

In attaching the heel, sufficient care must be taken 
in finishing the bottom of the outsole in the region 
of the heel for a tight joint to be present after the 
heel is attached. 


FINISHING 


Bottoms of soles are scoured lightly; wax is applied 
to bottoms; bottoms are polished; lasts are pulled; 
heel is nailed from the inside using five nails that 
penetrate to about one half inch into the heel itself. 
A wood heel screw is also used to add to the strength 
of the heel. 

Bottoms are branded; heel pads are inserted; inside 
of shoe is inspected. 


TREEING AND PACKING 


Treeing — final cleaning and dressing; attaching 
laces, bows or buckles; inserting heel pads or sock 
linings; spraying inside of shoe to prevent dye from 
coming off on shoe; packing. 


Boot and Shoe Recorder 








: 
. 


William Iselin’s 150th Year 


Founded in 1808 as a commission agent, importer and factor, William Iselin 
& Co. now does a factoring business” of almost half a billion dollars a year. 





150-years-ago office is recreated in model form for Morton Goodspeed (right), president, and Charles Sargent, 
Jr., vice president, to mark anniversary of William Iselin & Co., Inc., nation’s oldest factoring firm. 


ILLIAM ISELIN & CO., INC., which cele- 

brates its 150th anniversary this year, prob- 

ably does business with more businesses, 
including shoe manufacturers, than any other firm in 
America. Indeed, the old-line factoring company is 
today one of the half-dozen largest granters of credit 
to the nation’s shoe retailers. 

It has 30 clients manufacturing just about every 
type of shoe for men, women and children. This foot- 
wear sells in all price brackets, in chain department 
stores, and small family shoe stores. 


Iselin’s clients in the shoe industry are situated in 


all of the important shoe areas, and their annual gross 
sales run all the way from $500,000 to $10,000,000. 


Started in Textiles 

When the company was founded by Isaac Iselin in 
1808 it was mainly concerned with textiles (shoes came 
later, as a logically related field). The founder called 
himself “Commission Agent, Dry Goods Importer and 
Factor.” The first office was at 21 Broadway and the 
first clients a handful of European textile manufac- 
turers. 


[CONTINUED ON PAGE 55] 





Western Boots Are 
Big Business in Denver 
[CONTINUED FROM PAGE 39] 


local station. 
suggest boots 


and far-reaching 


country.) The rect mail treatment, too, and we play 
store has a yearly contract with a up to riding clubs. In sizes, we have 
Salesmen in the store found it most practical to carry 


wranglers or men’s boots in D widths, women’s 


store and ask us to send them new or rodeo riders come in for the hand- jn B’s and children’s in D’s and we 


repeat items.” 


The Frontier Shop features boots the store is famous. 
from Nocona Boot Company, Inc., vertising is often and consistent. 
Nocona, Texas, Acme Boot Company, “Quality boots are 
Inc., Clarksville, Tennessee, Justin your stocks, for authentic wranglers 


made chaps and saddles, for which ¢an fit 9 people out of 10. We have 
Newspaper ad- jengths from size 4 in infants’ wear 


on up to the longest boots made for 


essential in 
‘ men, for 


families.” 


we boot entire ranch 


& Sons Inc., Fort Worth, Texas and _ go by brands, know the manufactur- 


Texas Boot Manufacturing Com- 
pany, Inc., Lebanon, Texas. 

At the Mueller store, merchandis- 
ing takes two directions. To the lo- 
cal area trade, radio advertising is 
important. (Radio goes where tele- 
vision cannot reach in the mountains 
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ers who make the boots right,” said 
Mr. LaBlotier, who has noted, how- 
ever, a gradual switching from 
American boots, selling at Mueller’s 
for from $25 to $60 a pair, to Mexi- 
can boots, selling for from $18 to 
$30. “We give townspeople the di- 


So that instock is continuous, of- 
fice girls file “out sheets” each night 
covering the day’s purchases and 
orders. Every one who orders Muel- 
ler’s wear is sent a Visitors’ Certifi- 
cate on parchment, inviting ‘the 

[CONTINUED ON PAGE 62] 
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What's in a Shoe 
and How to Sell It 
[CONTINUED FROM PAGE 45] 


material itself. 

The essential difference in the many 
varieties of innersoles today is in the 
materials, Innersoles are made of 
leather, cork, felt, plastic, impreg- 
nated paperboard, leatherboard, 
combined with foam rubber, or made 
of a variety of special compositions. 
It’s estimated that about 60 per cent 
of all innersoles are of non-leather 
types, and 40 per cent leather (avail- 
able in varying grades). In Good- 
year Welt shoes, however, about 75 
per cent of innersoles are estimated 
to be leather, with 25 per cent non- 
leather. At one time, practically all 
innersoles were leather. But modern 
chemistry and research have brought 
on many new non-leather types that 
have made great strides in the shoe 
industry. 

Except for very cheap shoes, all 
innersoles must comply with certain 
quality, structural and performance 
specifications. This is obvious, as 
mentioned earlier, because of the 
vital role played by the innersole in 
the shoe. 


Parts of the Innersole 


The innersole starts as a “blank” 
—the material roughly shaped in the 
form of a sole. From this it’s cut to 
exact size specifications and con- 
tour of the bottom of the last, as 
required for given shoes. The shoe 
manufacturer buys his innersoles as 
rough cut stock (blanks), or in 
sheets of innersole material from 
which he cuts his own blanks, or in 
completely finished form ready to 
use. The innersole material, of 
course, is bought by specified thick- 
nesses, depending upon the con- 
struction used, or the style or type 
of shoe. 

Now comes one of the most im- 
portant steps—the making of the 
“rib.” In a leather innersole this is 
done by “channeling.” A_ special 
machine scores a cut into the leather 
about one-quarter inch in from the 
edge of the insole, and around most 
or all of the innersole. This angu- 
lated cut is called the channel. When 
this cut edge or “lip” is lifted, it 
becomes the “rib’”—the raised por- 
tion to which the upper is sewn. 

But most innersole ribs today are 
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attached (even on leather inner- 
soles), rather than channeled or cut 
into the material. Thus the insole 
blank and rib are separate parts 
that are joined or fabricated to 
become the innersole. All non-leather 
innersoles have rib attached. In 
most instances the shoe manufac- 
turer does the rib-attaching with a 
special machine. The rib comes in 
reels or rolls, goes through the ma- 
chine right onto the innersole blank. 
This kind of rib is cemented firmly 
onto the blank. 

All ribs, even the channeled kind, 
have a canvas reinforcement to make 
the rib stand up firmly, and also 
to give it more body to hold the 
thread, cement or other bond. The 
rib usually extends all around the 
edge of the shoe—from heel breast 
to shank to forepart to toe and 
around again to the opposite heel 
breast. On some shoes it may extend 
all the way around the heel also. 
The margin from the edge of the 
insole is carefully gauged, varying 
from % to %4 inches at ball, shank 
and toe. Accuracy of this innersole 
margin is very important in good 
shoemaking. 

The innersole is attached to the 
upper of the shoe in the lasting room 
of the factory. It may be attached 
by sewing, cementing, tacking or 
stapling, depending upon the con- 
struction process used. The lasting 





Acknowledgment is made to the 
United Shoe Machinery Corpora- 
tion for the basic material used in 
illustrating this article. 





room is the first major step in the 
assembling of the shoe—the point 
where the shoe begins to come to- 
gether as a unit. This is done by 
joining the upper and innersole over 
a last. 

This point in the shoemaking is a 
vital one for the retail salesman who 
is to sell the shoes and the consumer 
who is to wear them. This is where 
quality shoemaking and accurate 
technology begin to tell. Poor align- 
ment of the innersole, for example, 
will show up later in faulty shoe 
performance and customer dissatis- 
faction. An innersole not properly 
cemented or sewn can have the same 
end effect. 


Built-In Performance Values 
Innersoles have followed closely 


the trend and demand for lighter 
weight shoes. In fact, innersoles 
have made a major contribution to 
this trend. The development of 
lighter weight innersole materials 
has been one important step—light- 
ness without loss of strength. 

Flexibility has been another 
strong trend in footwear — and 
again, innersoles have played a lead- 
ing role in this development. Today, 
most good quality innersoles are 
highly flexible. Also, shoe manu- 
facturers will insure further flexi- 
bility by special “flexing” tech- 
niques. For instance, a machine is 
sometimes used to make “‘fish-scale”’ 
slashings or scoring across the ball 
of the innersole, adding to the 
flexibility. 

Consider that the average person 
takes about 10,000 steps a day. Over 
a three-month’s wear period the 
innersole will have taken nearly one 
million flexings. Built-in flexibility, 
as well as the inherent quality of 
the innersole material itself to with- 
stand this punishment, is obviously 
important. Moreover, the innersole 
isn’t always necessarily the same 
flexibility throughout — but may 
differ in flex at heel, shank, ball and 
toe. In short, it’s built to be flexible 
where needed, and rigid or semi- 
rigid where required. 

Perspiration is perhaps’ the 
greatest enemy of the innersole, as 
well as the shoe as a whole. Add 
to this other destructive mechanical 
and chemical forces—other mois- 
ture, heat, bacteria, grime, friction, 
compression, stresses, etc.—and it’s 
obvious that the innersole takes 
tremendous abuse. It’s a tribute to 
the makers of innersoles that they’ve 
developed products which can suc- 
cessfully counteract or resist these 
destructive forces. 

It becomes clear now why a 
quality innersole is so vital to the 
shoe. Such effects as cracking, cur- 
ling, shrinkage, wrinkling and dis- 
coloration of innersoles are often 
the result of inferior quality of 
innersole, or faulty shoemaking, or 
both. A cracked, ridged, wrinkled or 
curled innersole is a common cause 
of burning sensation in the foot, or 
calluses and corns on the sole of the 
foot, and of general foot discomfort. 
Unless the innersole permits absorp- 
tion and evaporation of foot 
moisture, the innersole will quickly 

[CONTINUED ON PAGE 60] 
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William Iselin & 
Co.’s 150th Year 


[CONTINUED FROM PAGE 53] 


As a factor, Iselin was hardly 
more than a sales agent in those 
early days. However, when the cash 
was available he sometimes advanced 
funds to clients for the production 
of goods which he would eventually 
import for sale. In a sense, this ac- 
tivity was the first step toward mod- 
ern-day factoring which is, of course, 
a financing operation primarily. 

Today Iselin is one of some 20 old- 
line factoring firms which actually 
purchase a manufacturer’s accounts 
receivable, assuming all the credit 
and collection responsibilities in- 
volved. Last year Iselin did a gross 
business of almost half a billion dol- 
lars, representing the sales of more 
than 300 manufacturers to more than 
100,000 of their customers. 


Pioneered New Services 

In 1932 in the depths of the de- 
pression the firm was incorporated 
and became a wholly owned subsid- 
iary of C. I. T. Financial Corpora- 
tion. With substantial funds at its 
disposal, the company sought means 
of diversifying and expanding an op- 
eration which had been confined al- 
most entirely to the basic phases of 
the textile industry. 

Studies of the shoe industry at 
that time indicated that it could use 
to advantage the services a factor 
offered. And in 1934 Iselin made its 
first association in the field. Progress 
was halting as Iselin learned the 
specialized problems in the industry, 
but by the outbreak of World War II 
it was firmly established. Industrial 
developments since have confirmed 
and strengthened the original judg- 
ment that the factor’s services could 
play a constructive part. 

After approving an order as to the 
customer’s credit, Iselin purchases 
the resulting account receivable for 
cash, is consequently responsible for 
collection and assumes all bad debt 
losses. Over the years, shoe manu- 
facturers selling to the retail trade 
have found Iselin’s credit facilities 
and collection services alone of great 
value in an industry where collec- 
tions are slow and bad debts high. 

The manufacturer providing in- 
stock service has found the cashing 
of receivables provides the funds 
permitting expansion of inventories 

[CONTINUED ON PAGE 63] 
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Thi little 

mé€ans 
business! 
(for you) 


There's real volume in juvenile 
footwear when you carry a complete 
line of the boots Young America is wearing today. 


The demand's for Cowboy Boots, Chukka Boots 
(especially big right now), Combat Boots, Wellingtons, 
Engineer Boots. 


Quinn & Delbert carries them all in a full range of sizes — 
and fills 99% of all orders promptly from COMPLETE 
FACTORY IN-STOCK. Every boot handsomely styled, ruggedly 
built, priced to give you real volume with full mark-up. 


Ask about the special discount on initial orders — now. 










Style C67 
Sand sueded leather 
Wedge crepe sole 
Sizes 8Y,/3, 32/6 


FREE 
DISPLAY CARD 


with all 
Cowboy Boot 
orders 





Style 307 

Two-color underlay 

Lt. Tan vamp, Wine leg 
Sizes 4/8, 82/3, 32/6 
Also in Round, Pointed toe 


SEND 


for Catalog and 
Dealers’ Price List 


TODAY 


Style 408 
Fancy stitched 
Black vamp, Sand leg 
Sizes 4/8, 8Y,/3, 34/6 
Also in Round, Pointed toe 





Juvenile COWBOY © CHUKKA * WELLINGTON © COMBAT © ENGINEER Boots 
QUINN & DELBERT Boot Mfg. Co., Marlboro, Mass. 


Salesmen: A few choice territories still open 











KNOWN THE WORLD OVER BY THOSE WHO LIVE, STUDY, AND TEACH THE DANCE 
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Leo has 
toe shoes 
in stock- 


ready to ship out 
the moment your 
order comes in. 


Pink, Black and White 
Sizes 8 Sml. — 9 Lge., A-EE. 





Also available for same-day 
shipment—Ballet Shoes, 
Men's and Women’s Tap 
Shoes, Majorette Boots, 
Leotards. In Black, White 
and colors. 


It’s service like this that’s 
made LEO’s a major source 
of dance shoes and acces- 
sories for retailers—and the 
largest manufacturer of 
dance shoes in the midwest. 
Why not send that order 


here? 
$400 A PAIR 


ribbons 25c¢ extra 





DISPLAY...MATS 


Free on Request 


? 


ADVANCE THEarp 


i ¢| 
West Randolph st SL) may 


Chicago 1, I 








Editorial Outlook 
[CONTINUED FROM PAGE 15] 


promotion. “Red Shoe Red,” the Leather Industries’ effort, 
and the N.S.I. “American Family Shoe Wardrobe,” pres- 
ently at work, all will develop sales momentum. 

The early Easter and the weather, of course, remain 
imponderables. But it is safe to say that when the Easter 
figures are in and perhaps for some months after, we will 
witness a phenomenon in shoe business. 

For the first time since rationing, lack of inventory will 
cause greater loss of sales than lack of consumers’ ability 
to purchase it. 

As Ben Edscorn, Director of Marketing and Research, 
International Shoe Co., states so well elsewhere in this 
issue, “The words recession, dip, slump, mean below a 
year ago to the average merchant . . . Through most quar- 
ters since 1939 regardless of the trend in Gross National 
Product, consumer expenditures for non-durable goods 
have continued upwards when compared with the same 
quarter a year ago.” 

The bitter lesson of spring 1958 may demonstrate the 
high cost of uncertainty in a season of unusual opportu- 
nity. Excessive caution, when it is displayed by a small 
merchant, is understandable, if unfortunate. When prac- 
ticed by merchandisers who are supposed to be astute and 
skilled at their profession it is even more difficult to under- 
stand. 


May Weather 
[CONTINUED FROM PAGE 46] 


tern was exactly in reverse of this forecast. Temperatures 
will range two or three degrees above normal—similar to 
last year. 


Area IV: North Central 


Western sections of this expansive region and the Prov- 
inces of Saskatchewan and Alberta will be unusually wet 
this May. In contrast, eastern portions of Minnesota and 
Iowa will be drier than normal. Temperatures will range 
from two degrees below normal along the Continental Di- 
vide to three degrees above normal in Minnesota, Iowa and 
Missouri. 


Area V: South Central 


Oklahoma, Arkansas, Louisiana and the Texas Pan- 
handle area will be relatively wet. Total rainfall is ex- 
pected to average below normal in other parts of Texas, 
especially in the south and southwest. Last year, this 
region had one of its wettest Mays on record. Tempera- 
tures should average about two degrees above normal and 
generally warmer than last year. 


Area VI: Northwest 

Most of the Northwest will be colder and slightly drier 
than normal. Temperatures are expected to average as 
much as four or five degrees below normal throughout a 
wide area, from northern California to the northern sec- 
tions of British Columbia. Last year, many locations in 
this region were warmer and wetter than normal. 


Area VII: Southwest 


Southern California and parts of Nevada and Utah will 
be extremely wet this May. Elsewhere in the Southwest, 
conditions should be even drier than usual. Last May was 
one of the wettest on record for this region. Temperatures 
will average near normal along the Mexican border and 
about three degrees below normal in central California, 
Nevada and Utah. 
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Manufacturing & Markets 
[CONTINUED FROM PAGE 51] 


of materials, colors, and adaptations in this field. 

The teen shoe market also points to practically unlimited 
growth. This will result in a greater spread in styles than 
ever before. Fashions in this field are more concentrated than 
in the women’s and can reach greater volume faster. The 
bubble saddle, the Ivy League, and bal oxford. The boys’ 
field has also gone far beyond the limited range of styles 
of the past. And the result has been improved sales. Pat- 
ented fasteners, gored loungers, three eyelet bluchers, 
white bucks, military strap styles, and two-tone wing tips 
have all sparked and will continue to spark business. 

Development of improved casuals and light weight types 
has put life into the men’s business also. Improvements 
in leathers and further lightening of shoes are expected 
to continue as a stimulus. 


St. Louis 


PRODUCTION continues at a good pace in the St. Louis 
area. Reports from firms show that several specialty 
houses are working six days a week, completing orders on 
hand for summer shoes. Producers indicate that they ex- 
pect to finish cutting for summer by April 1 or shortly 
thereafter. 

Outlying factories have been plagued by waves of vari- 
ous viruses and flu types that prevail still in this section 
of the country. Intestinal flu has been particularly wide- | 
spread and has cut down per day production figures seri- 
ously for some factories, but only for short periods of time. 
Coming as it has when manufacturers are forced to meet 
pre-Easter delivery schedules or suffer serious conse- 
quences, the flu has been most unwelcome. 

Early fall sales have already been booked by some firms. 
First orders are of transitional type women’s pairs pri- 
marily. Reptiles, dark-grounded prints and gunmetal pat- 
ent have shown up in these fall bookings. 

Manufacturers here report that their presentations for 
the Twelfth Annual Fall Showing to be held in St. Louis 
April 27 to 30 are well under control. Prices, as previ- 
ously announced by some firms, will hold at their present 
levels. In at least one instance, however, a manufacturer | 
has shifted to a lower price bracket. Finding definite con- | 
sumer resistance to casuals priced at $11 or more, he has | 
shifted his emphasis to the $8.95 bracket. 

Shoes, producers here feel, may possibly be less hard 
hit by economic recession in the six months ahead than 
other types of soft goods. February’s poorer-than-January 
figures at retail can be traced to severe weather across 
the nation, which, after all, had the saving grace of clear- 
ing out both retail and wholesale stocks of rubber footwear | 
and storm gear. 


Los Angeles 





Cautious optimism might be called the keynote among 
manufacturers here. Production is definitely up over its 
pace of the last few months and good orders on hand 
indicate continued production. 

Orders and re-orders, however, are definitely on the 
conservative side. Basics are being ordered in depth but off- 
beat shoes are being bought in quantity only by high-fashion 
situations. The center field retailer is only sampling on 
this kind of merchandise. 

Casual manufacturers, backbone of the industry in this 
[CONTINUED ON PAGE 59] 
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TIE-IN WITH 
OUR APRIL 


Outgrown Their Rubbers? PARENTS’ 
NOT IF THEY'RE TINGLEYS MAGAZINE 


Mothers—are those rubbers 


or boots, that fit so well 
last September, now too ADVERTISEMENT. 


tight—hard to put 


rwaes. tert SELL TINGLEY 


fit growing feet and 











even little tots can put them on without 

help from either teacher or you. TINGLEYS RUBBERS NOW 
S—T—R—E—T—C—H — wear like iron and pA Ad A 
often last for two seasons or longer. 

If your children need new +) 

rubber footwear now—with THEY IL STILL 


Spring rains and Summer 


Sian ll camp in the offing—you can 
buy, with confidence, FIT PERFECT 
that Tingleys will give 
IN SEPTEMBER! 









them perfect fit and lasting 
protection at school 
next season. 
Children’s and Young- 
ster’s Rubbers from 
$2.00. Closure Boots 
from $2.69. 





RUBBER CORPORATION 
EMR ince ES CEERI 


Rahway, New Jersey ® Established 1896 





@ PUT YOUR TINGLEY 
DISPLAY RACK TO WORK. 
GET SOME OF NEXT FALL'S 
BUSINESS, NOW! 






























Gallun Sees New Horizons for Leather 


LEATHER producers are just be- 
ginning to expand the possibilities 
for their products in the shoe mar- 
ket. Merchandising of shoe fashions 
has many new horizons ahead. Many 


AUGUST F. GALLUN 
of the fashion developments in the 
women’s fields can be expected in 
men’s shoes. 

That is the viewpoint of officials of 
A. F. Gallun & Sons Corporation, as 
the company celebrates 100 years in 
the business of tanning leather. 
“Chemistry and technological im- 
provements will provide new develop- 
ments which will have a terriffic 
impact on the shoe industry,” pre- 
dicts Earl L. Peirce, president. “We 
are constantly looking for new treat- 
ments, new colors and new ways to 
present our product so that it will 


DOUGLAS A. GALLUN 


stimulate the merchandising of 
shoes.” 

Today, the Gallun firm is one of 
the world’s leading tanners of calf 
leather, with the major part of its 
production going into upper shoe 
leather for both men’s and women’s 
shoes. The firm was founded in 1858 


as Gallun and Trostl, with the roots 


and traditions of the founder, August 
F Gallun, going back to his native 
Germany. August Gallun’s fore- 
fathers had engaged in the tanning 
business in Osterwieck for several 


EARL L. PEIRCE 
generations. He learned the trade as 
an apprentice at an early age under 
his father and grandfather. In 1854, 
at the age of 20, when he had reached 
the status of journeyman and travel- 
ing apprentice, he migrated to the 
United States, working his way over 
on a Sailing ship. 

After working for about four 
years, he went to Milwaukee for his 
start in the tanning business. The 
first tannery was a single small 
building along the west side of the 
Milwaukee River in what is now the 
heart of the downtown section of 


EDWIN A. GALLUN 
Milwaukee. The joint Gallun-Trostl 
operation continued until 1885 when 
two independent companies were 
formed. The Gallun firm was then 
established on its present site. 

Gallun pioneered and led in the 
making and marketing of vegetable 
tanned leather. Leather tanned by 
this method is still produced by the 


firm today and is used in shoes, me- 
chanical leathers, the craft trade, and 
very extensively in personal leather 
goods. 

Toward the close of the nineteenth 
century August Gallun retired, and 
his son Albert succeeded him as head 
of the business. He had worked for 
his father, and was well grounded in 
all phases of the business. He was 
well qualified to assume charge when 
the original firm dissolved and the 
business became known as A. F. 
Gallun & Sons. Albert Gallun and his 
brother Arthur H. together operated 
the firm at this juncture. 

Both men were keenly interested 
in the tremendous forward surge of 
chemistry and the potential applica- 
tion of this new knowledge to the 
age-old leather industry. They dedi- 
cated themselves to the study and 
application of these new advances as 
applied to the practical problems of 
leather manufacture. For many 
years, a specialized research labora- 
tory was maintained at the tannery, 
together with the routine analytical 
laboratory. Eventually, the two were 
combined into one enlarged unit that 
has continued to the present day. A 
research activity for the tanning in- 
dustry was also established at Colum- 
bia University shortly before World 
War I. Under the direction of Albert 
Gallun the chrome tanning process 
was first used by the firm. Geared as 
it is to a mass consumer market, the 
chrome process is used almost uni- 
versally for most types of leather 
produced by the tanning industry. 

In the early days of the company, 
Gallun produced both calf and side 
leather. The company made a great 
deal of harness leather, an important 
part of production going into World 
War I. A lot of leather was turned 
out for military use, including shoes, 
harness and saddles. Following the 
end of the war, production switched 
to calf leather on which it has con- 
centrated with both chrome and 
vegetable tanning. 

In 1933 Albert Gallun retired from 
the business and his eldest son, 
Edwin A. Gallun, took over the man- 
agement. He had served in an official 
capacity since 1920, when he became 
assistant secretary. He became sec- 
retary in 1925, and vice president in 
1931. He and his brother, Albert F. 
Gallun, Jr., guided the organization 
through the turbulent years of the 

[CONTINUED ON PAGE 68] 
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Manufacturing & Markets 


[CONTINUED FROM PAGE 57] 


area, all seem to be looking forward to a good summer. 
Play and pool shoes come into volume production starting 
now and demand appears to be strong. Raffias will again 
be big, as will straws and nylon imitations of straw. Thong 
sandals are a long time standard, but new variations are 
appearing with padded insoles, itt some cases with a 
sponge rubber pad stitched in. High acceptance is re- 
ported for these variations. 

The work shoe picture seems to be the least affected 
market. Sales continue to build over last year at this time 
and the higher quality brackets are the most active. Some 
criticism is directed against work shoe manufacturers, with 
jobber and representative, stating that more could be done 
stylewise in the work shoe picture. “No reason they can’t 
look a little sharp and still be comfortable,” says one such 
manufacturer’s representative, while a jobber remarked 
“smarter styling would add nothing to the cost but make 
them much easier to sell.” Some manufacturers are taking 
cognizance of this complaint and bringing out a few moc- 
casin toed and French seamed models that do have a much 
happier look to them. There is some talk that a work shoe 
made with modern textured leathers will soon appear but 
confirmation is hard to come by. It is said it might put 
in an appearace at the Fall Market Week showing in May. 





If shoes squeak, it’s a sign that they have not been paid 
for. But if an actor’s shoes make such a noise on opening 
night, it’s a sign that he’ll be well received by his audience. 
Another shoe superstition of the stage cautions against 
placing a pair of shoes upon a shelf, because if they are 
raised from the floor, the owner’s feet may then be off the 
floor also, as in the case of a fall, or in death. Shoes that 
are placed on a table foreshadow a quarrel or a disappoint- 
ment, but if you spit in the right shoe before you put it on, 
this will ward off any influence of evil for the day. 


Style Trends Confirmed 











Binet ‘uence 


Early in October, when the first line of spring 1958 
children's shoes were being made up, manufacturers felt 
there would be a decided consumer preference for light- 
weight, flexible, narrower silhouette shoes. Illustrated here 
is a quintet of styles that have proved these predictions 
to be correct. Retailers have confirmed them with sub- 
stantial orders. 

Left to right: White and beige saddle oxford by Step 
Master; patent leather pump with butterfly bow by Story- 
book Division of General Shoe; patent leather swivel strap 
by Step Master; Cover Girl pointed toe flat in beige with 
white plug and patent leather swivel strap—both by 
Friendly-Acrobat Division of General Shoe Corporation. 
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There's a world of comfort in... 


Bass 
Weejun* Ties 


174 MAIN WILTON, MAINE 


Contemporary in mood 
classic in design 


timeless in taste 


There's a“ World’ of sales appeal, too— 


in Bass 
» * r 
Weejun Ties 
The national advertisement 
reproduced here 
appearing in 
SPORTS ILLUSTRATED 


and 
ESQUIRE 


illustrates the men’s 
No. 6127 
a black antiqued 
Weejun* Tie 
Bass Weejuns*...the original 
indoor-outdoor casual, 
first on the market, first promoted 





Originators of Weejuns* 


*T. M. REG. 


G. H. BASS & CO., Dept. BS-4, Wilton, Maine, 614 Marbridge Bldg., N.Y.C. 1, N.Y. 
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What’s in a Shoe 
and How to Sell It 

[CONTINUED FROM PAGE 54] 
deteriorate—that is, crack and curl. 

Shrinkage of the innersole is 
another detrimental end effect. This 
distorts the whole shoe, pulls it out 
of shape, results in foot discomfort 
as well as a spoiled shoe. 

Most innersoles — and all good 
quality innersoles—have now been 
developed to the point where they 
can successfully resist ali these 
harmful conditions. For example, 
today we seldom see cracked, curled, 
wrinkled or shrunken innersoles — 
particularly in shoes of reasonable 
quality. Innersoles now come with 
built-in porosity or breathability, 
with flexibility and desired lightness 
of weight, with anti-shrink quali- 
ties, with structural strength to hold 
shoe shape. And while research has 
brought all of these commendable 
advances that have helped to give 
us better shoes, research continues 
to bring on even better develop- 
ments. If today we have better 
engineered shoes—and we certainly 
have—much of the credit for this 
progress belongs to the modern 
innersoles. 


How to Use These Features 
in Merchandising and Selling 

You now have a pretty good idea 
of what an innersole how it 
serves in the shoe, and its impor- 
tance to the shoe. Now, how do we 
“merchandise” the features of the 
innersole to the consumer-custom- 
er? This is a challenge—because 
the innersole is a “hidden” com- 
ponent of the shoe. But it’s also an 
opportunity—because it gives you a 
chance to point up quality values in 
the shoe, and gives the customer a 
chance to see inside the shoe where 
he can gather a greater appreciation 
of the inherent “engineering values” 
within the shoe. So here’s a sug- 
gested presentation of the “inner- 
sole story”: 

(1) Performance value: The cus- 
tomer has eyes to see the style 
values in the shoe, and also a touch 
sense to feel the fit values. But he 
has no X-ray eyes to penetrate in- 
side the shoe to see some of the 
hidden values, such as the innersole. 
So you become the customer’s eyes. 

You can’t talk “quality” effective- 
ly just by use of the word. It has to 
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be tied in with something more spe- 
cific. So you talk performance value 
in a shoe. And this is linked directly 
to the innersole—the component 
which so greatly influences how the 
shoe will feel, wear and look with 
use. 

(2) Foundation of the shoe: The 
visible or outside portion of the 
shoe is the shell. But every shell 
must have substance inside. In the 
case of the shoe it’s the innersole. 
It is the “engine” within the body 
of the product—and it’s the engine 
which largely determines perform- 
ance value, whether it be a car or a 
shoe. Moreover, the innersole, be- 
cause it’s the shoe’s foundation, is 
the component which gives the shoe 
its structural strength, its integrity. 
And that can be translated into a 
quality plus-value that can be sold. 

(3) Foot Comfort: This can be 
an effective selling point tied in with 
the innersole. Bring out this fact: 
the innersole is the portion of the 
shoe in most direct and frequent 
contact with the foot. Hence it’s 
most directly related to foot com- 
fort. An innersole of sound quality 
won’t crack or ridge or curl or 
wrinkle, thus providing a smooth, 
even walking surface. 

(4) Foot health: Stress the factor 
of foot hygiene when talking about 
innersoles. Point out that the inner- 
sole is subjected to dirt, grime, bac- 
teria, fungi, heat, moisture, fric- 
tion. These are forces destructive 
to almost any component or mate- 
rial, and harmful to the foot. Thus, 
a good quality innersole is impor- 
tant. Such an innersole has built- 
in properties that make these harm- 
ful forces ineffectual, and thus in- 
sure a healthy, hygienic foot. 

(5) Perspiration: Authorities say 
that this is the greatest enemy of 
the shoe—and particularly the en- 
emy of the innersole. The foot nor- 
mally perspires more than almost 
any other part of the body, and 
normally can register as much as 
a half a pint daily. The harmful 
effects come not only from the mois- 
ture itself, but from other sweat 
ingredients such as salts and acids 
and poisons thrown off from the 
body. But a good quality innersole 
incorporates certain properties in 
the material to resist all these po- 
tentially harmful effects. It is por- 
ous. It will absorb this moisture 
and also permit evaporation. A shoe 











with such an innersole remains cool, 
dry, clean, fresh-feeling to the foot. 
It doesn’t harden and crack, or dis- 
color with wear. This not only in- 
sures foot hygiene and comfort, but 
gives longer wear life and stability 
to the shoe itself. 

(6) Protection: An innersole is a 
protective “‘wall’’ between the outer- 
sole and the foot. Remember, the 
average person bears a total daily 
weight of 700 tons on his shoes and 
feet. Thus the innersole serves, in a 
way, as a shock absorber. It is also 
an insulator, keeping the feet warm 
in winter, cool in summer. This 
helps prevent excessive perspiration 
which can have a_ deteriorating 
effect on the shoe as a whole. 

(7) Flexibility: Stress the fact 
that the average person flexes the 
foot at the ball about 10,000 times a 
day—nearly a million times in a 
three-month’s period. Surely the 
ability of a good innersole to with- 
stand this tremendous action is 
something to marvel at. And, de- 
spite this punishment, the innersole 
won’t crack or wrinkle. This is an 
excellent example of performance 
value. And the term “quality” in a 
shoe now takes on more dramatic 
meaning to the customer. Nature 
intended the foot to flex easily in 
walking. A good innersole cooper- 
ates with this necessary foot action. 
This means healthy development of 
foot muscles. 

(8) Helps hold the shoe in shape: 
A building is only as secure as its 
foundation. The same applies to a 
shoe. And the innersole is the shoe’s 
foundation. A common consumer 
dissatisfaction is a shoe that goes 
cut of shape with wear. Such a shoe 
becomes “old” before its time. But 
a good quality innersole is strong 
insurance against this happening. 
This means a new-looking shoe over 
a longer period. It is insurance of 
foot comfort, and of longer wear. 
That’s the kind of shoe performance 
the customer wants. Point this up 
and the innersole becomes a plus- 
value in selling. 

(9) Lightness of weight: Talk 
about the modern innersoles—the re- 
sult of shoe industry technology and 
research and development’ work. 
And all of it is true. It has given 
us lightweight innersoles and lighter 
weight shoes—all without loss of 
strength and performance values in 
the innersole and shoe. 
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Geometry in the 
Fashion Field 


[CONTINUED FROM PAGE 37] 


edging that our own first reaction 
was not favorable, we can now say 
that, after seeing some of the Paris 
models, we can find much that is 
attractive as well as chic in the Very 
New Look of Paris. The Dior Tra- 
peze dress, for one instance, is most 
charming; at any rate, worn by a 
young model with pretty legs. Well, 
there it is, these new styles are, 
most of them, for young figures and 
slim, young legs. Worn by such 
women and with the right shoes, we 
can see a wonderful future for these 
clothes. 

Since shoes are our business, what 
are the “right” shoes for these 
clothes, as the French shoemakers— 
the group of high style bottiers—see 
them? With their innate recognition 
of right proportions and the im- 
portance of considering the entire 
costume—shoes, hats and all acces- 
sories as well as clothes—the French 
shoe designers have lowered heels on 
style shoes and moved the heel 
further forward under the foot to 
give better balance and proportion 





to the figure. They are designing 
more shoes with a high-rising front 
—tT-straps, instep straps and high 
tongues the favorites—to shorten 
the long, long leg look. And they have 
made use of contrasting tips that 
also shorten the appearance of the 
long vamp and the long leg. 

Our Paris reporter notes the use 
of light weight, soft kidskins and 
calfskins and the importance of fab- 
rics in spring shoes. Very important 
for spring are dull satin, faille, 
printed fabrics matched to dresses 
and a new gold lamé leather. Toe 
outlines are at times subtly rounded; 
at other times square, in the newest 
looking shoes. Soft bows trim pumps 
and finish off the base of high 
tongues when buckles are not used. 
Very light and delicate are such 
trimmings as organdy bows and 
rosettes. Colors include white, beige, 
several reds, light dove gray, a very 
luminous yellow, coral and azalea. 
Ombres, we are told, are very much 
liked: pink to red, pale to deep blues, 
greens. 

In ready-to-wear fabrics, the day- 
time trend is to very airy, light open 
weaves but with a certain bulky ef- 
fect. Crocheted, knitted and net 





effects are very much liked. Basket 
weaves are important; a spun rayon 
fabric, for example, in a rustic bas- 
ket weave. For evening there are all 
types of organdies; lingerie type 
fabrics, embroidery. And there are 
crepes, shantung chiffons, taffetas, 
sheer fabrics with a mat quality, 
satins, much net, tulle, laces, gauzes. 
For daytime wear there is little 
black, a great deal of color: white, 
off-white, bone beige, light-to-bright 
blues, important flower pinks, orange 
in a tangerine coral shade, pale and 
bright yellow greens, raspberry red, 
a fuchsia-like mulberry, important 
tobacco. 

And with color such a strong trend 
in clothes and shoes and the short 
short skirts to show legs off, there is 
also great emphasis on hosiery shades 
to blend with these. At Dior the new 
color is “Rose-Corail” or rose coral. 
Spring hosiery at Jacques Heim was 
described as “softly tinted.” Notice- 
ably darkened hose was worn at 
Lanvin-Castillo’s opening. 

William Cohen, sales manager for 
William E. Bixby & Company, Inc., 
Haverhill, Mass., celebrated his 25th 
wedding anniversary February 22. 
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V Mellow-rich leathers 


V Smart styling by skilled 
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V Steel arch support 
V Kemblo foam filler 


V Crown Neolite soles 
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STAY AT THE 


QHERATON- 


MSAcpin 


MAGIC LOCATION! We're right 
in the middle of the shoe market, 
close to wholesale New 


York’s fashion center. Steps from 


sources, 


Empire State Building, subway, bus 
and air terminals, Lincoln Tunnel. 


Theatres,night clubseasily accessible! 


COMPLETELY MODERNIZED, 
remodeled, redecorated. All rooms 
have new RCA 21” TY, full-range 
radio; many air-conditioned. Minute 
Chef and Town Room for a snack or 
hearty meal. Cafe Lounge for smart 
entertainment. Unique new Gate of 
Cleve features authentic Holland 
dishes, German food . . . every 
imported Netherlands and German 


beer. 


N. Y. HEADQUARTERS 
FOR THE SHOE INDUSTRY 


HERATON - 


MCAtpin 


HOTEL 
Tn the Heart of the Donn Aone, 


BROADWAY AT 34TH STREET 
Kurt A. Smith, General Manager 





Western Boots Are 
Big Business in Denver 
[CONTINUED FROM PAGE 53] 


bearer of this form to visit the estab- 
lishment of Fred Mueller, Saddles 
and Ranchwear, where he may see 
western saddles being made.” The 
certificate bears an old Indian-horse- 
buffalo engraving. Mueller’s execu- 
tives attribute much success to the 
tradition of service they have built 
up during 67 years, with which their 
motto has been, “Give the customer 
the benefit of the doubt.” Their 
cowboy on a bucking broncho trade- 
mark has been adopted by the State 
of Wyoming for its license plates. 

Merchandising for their around- 
the-world trade is first achieved 
through their 70-page catalog, with 
the trademark as the cover. The 
mailing list includes 48 states, 
Alaska, Hawaii, Puerto Rico, West 
Germany, France, Australia and 
Okinawa. GI’s on Okinawa now or- 
der boots and saddles from Mueller’s 
for their cattle-raising activities 
while in service. Lend-lease has been 
another source of sales for Mueller’s. 
The largest volume of out-of-state 
boot orders, says Mr. LaBlotier, 
come from New York, Pennsylvania, 
California and Ohio. 


Retailers handling boots in states 
where there are agricultural colleges 
will find advertising in college news- 
papers valuable. Mueller’s adver- 
tise in Colorado State University’s 
daily and have built up a clientele 
there from students who come from 
ranches. Mueller’s assists with col- 
lege rodeos. Farm papers, horse 
publications, Hawaiian, Puerto Rican 
and Alaskan newspapers have been 
found worthwhile advertising media 
for boots. 


Profile: Abraham Weinman 
[CONTINUED FROM PAGE 34] 


suspended for graft. Altogether, 
some seventy-five “grafting” inspec- 
tors and other housing and building 
department personnel had been re- 
moved from office by departmental 
trials, hasty retirements or forced 
resignations. He also worked on the 
“headlined” case of Ed Flynn’s 
“Antique Belgian Courtyard” which 
it was claimed had been put down by 
city-employed workmen, using city- 
owned materials, at his Mahopac 
estate. 





Abe Weinman did an excellent job 
as Chief Legal Assistant to Commis- 
sioner Herlands. In November, 1940, 
he was seriously being considered 
for appointment to the magistrate’s 
bench in Queens, but the legal re- 
quirements for length of practice 
could not be fulfilled. 

It is easy to understand, there- 
fore, what a terrible wrench it was 
and how difficult the decision—to 
leave all this and go into the shoe 
business. But that’s exactly what 
Abe Weinman did, ten years ago, 
when his father, Bernard Weinman, 
became ill and needed someone to 
look after his business. 

Here was a good children’s shoe 
business—the Five Star Shoe Com- 
pany. It had been established in 
1918 and had been thriving ever 
since! To it Abe brought his many 
capabilities . . . a logical and or- 
ganized approach, a fact-finding 
mind, the ability to weed out the ex- 
traneous and retain the important, 
getting along with people—under- 
standing them and liking them. 

During the first year or two with 
Five Star Shoe Company, he felt 
completely frustrated. He would have 
preferred taking the most important 
case before the Supreme Court rath- 
er than coping with the problems 
and paper work of the shoe business. 
He is quick to add, however: “It 
didn’t take me long to become recon- 
ciled. I realized that here was ex- 
citement, stimulation and a challenge 
of a different sort. I wouldn’t have 
gone back to the law business, if I 
could! I have met a great number 
of grand people—enjoyed being with 
them and seeing them often.” 

Five Star Shoe Company is located 
in Long Island City, New York. 
Under Abe Weinman’s direction, 
leadership and management, the com- 
pany has started many trends in the 
children’s shoe business, in terms of 
styling and construction . . . making 
the shoes that fit into today’s pattern 
of young consumers’ preferences. 
“You can’t really initiate styling in 
children’s shoes,” says Abe. “It has 
to percolate down from the older 
girls and boys. And timing is most 
important! If a style is promoted 
too early, it is generally lost. Chil- 
dren are conformists. They want to 
wear what the others wear. The 
more they see a style, the more apt 
they are to want it; and it doesn’t 
become important until it has been 

[CONTINUED ON PAGE 64] 


Boot and Shoe Recorder 








William Iselin & 
Co.’s 150th Year 


[CONTINUED FROM PAGE 55] 


for larger volume and better service. 
The make-up house can comfortably 
produce in May and June against 
orders for delivery in July and Au- 
gust. The long dating granted to cus- 
tomers in the slipper and rubber 
footwear fields causes no financial 
strain on the manufacturer when 
cash is available when deliveries are 
made. 

In addition, to provide a truly 
flexible financial program tailored to 
the industry’s highly seasonal needs, 
Iselin developed a new device which 
provided unsecured loans beyond the 
cashing of receivables based on the 
manufacturer’s budget projection of 
his seasonal shipments and cash re- 
quirements. Thus during periods 
when receivables are low, cash is still 
available to meet payrolls and mid- 
month payments of leather bills— 
when shipments are high, these sea- 
sonal advances can be readily repaid. 

Until recently the bulk of the basic 
machinery used by shoe manufactur- 
ers was leased. Court decisions made 
this equipment available for pur- 
chase. Iselin is in a position to 
finance such acquisition by its clients 
on flexible and favorable terms. 

Today Iselin has a large staff of 
credit men and account executives 
handling its shoe accounts. These men 
attend sales meetings with their 
clients; they take an active part in 
all of the important shoe shows, and 
they have made it their business to 
know, at first hand, what is going 
on in shoe centers across the country. 
Their accumulated experience and 
know-how available to all Iselin 
clients is perhaps the most important 
contribution Iselin can make to its 
clients’ success. 

A company that goes back as far 
as Iselin (it is almost as old as the 
nation itself) naturally has a back- 
ground that is colorful, to say the 
least. Before he founded his busi- 
ness, Isaac Iselin served an appren- 
ticeship that lasted seven years. 
Coming to New York from Switzer- 
land in 1801, he went to work for a 
commission house which had been in 
existence since the 1790’s, and which 
finally sent him on a voyage half way 
around the world. Young Iselin (he 
was only 20 at the time) traveled 
as a supercargo or commission agent, 
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and some of the entries in his diary 
of the trip are worth noting for the 
picture they draw of that period. 

He tells of “rounding the Horn in 
a storm that tossed men and cargo 
about’; of being captured by pirates 
off the coast of Chile; of “eating a 
tom cat in California’; of being “‘en- 
tertained, royally, by the native king 
and his two wives on a South Sea 
island.” 

So the young man had seen some- 
thing of the world and of business 
before he settled down in a New 
York that was mainly a city of ships, 
hemmed in by masts. [In those days 
the China trade was opening up and 
America was struggling to build its 
own textile industry. The War of 
1812 took some of the romance and 
much of the profit out of factoring, 
but the great era of the clipper ship 
brought prosperity to the company, 
as did the Civil War with its de- 
mands for uniforms, blankets and 
other soft goods. By the turn of our 
own century the pattern of Iselin’s 
future. was plain to see. The com- 
pany would in time become primarily 
a financing organization. 

With the coming of mass produc- 
tion and mass markets, many textile 








firms wanted to build their own sales 
organizations, and they no longer 
needed the factor’s warehousing 
facilities. What they needed was 
more working capital, more money 
for expansion,’ product research, for 
advertising and promotion. It is one 
of the truly notable things about 
factoring, the way this form of 
financing has adapted itself to chang- 
ing times and conditions. That’s why 
at Iselin the executives still regard 
themselves as pioneers. They are 
always alert and eager for new ideas, 
new concepts of doing business, that 
can make a worthwhile contribution 
to the country’s economic advance- 
ment. 





Cigarettes Promote Shoe Sale 


A FREE carton of cigarettes with 
each purchase totaling $10 proved a 
successful promotional attraction at 
a sale of ladies’ shoes at the Bernel 
Shoe Store, 84 South Main Street, 
Freeport, N. Y. 

The footwear on sale was reduced 
to $7.99 from an initial price of 
$10.99 thereby stimulating shoppers 
to buy two pairs to get the cigarette 
premium. Newspaper ads were the 
medium used. 
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Profile: Abraham Weinman 
[CONTINUED FROM PAGE 62] 


seen on many feet.” 

Originally, Five Star Shoe Com- 
pany made only stitchdowns. Today, 
they are making all types of shoes 

. Bubbles, Gum Drops, Shu-Loks, 
Bals, Dressy Shoes .. . by the vari- 
ous processes — stitchdown, Bon 
Welt, Wender Welt (their own con- 
struction with very close edges and 
stitching to keep it strong and pre- 
vent the shoes from ripping) and 
cements. Sizes start with 0 and go 
up through growing girls’ and boys’ 
size 6. This range used to take them 
from the cradle to college but nowa- 
days it is more apt to take them as 
far as high school only. Daily out- 
put averages about 30,600 pairs... 
which ranks them among the top ten 
shoe producers in the country .. . 
a far cry from those early 1918 
days! Their instock department 
plays a very important and active 
part in the business—ready at all 
times to service the leading chain, 
department stores and independent 
retailers throughout the United 
States. 

Abe Weinman’s philosophy is sim- 
ple. He says: “The recession, if it 
should come, isn’t going to touch 
us ... not when there are four mil- 
lion babies born each year . . . each 
one a potential customer for our 
types of shoes. 

“We are merchandising our shoes 
in the same way that the automobile 
people have merchandised their lines, 
everywhere. We make shoes in the 
Ford, Mercury, Lincoln, Continental 
group—something for everybody— 
enough variety of constructions, 
prices and grades to satisfy almost 
ninety per cent of the children’s shoe 
market of this country. We have 
tried to do it with a diversity of 
customers so that we get national 
distribution of shoes in private 
brands as well as our own brands. 

He used to be very active in many 
organizations but dropped out of 
most of them when he got into the 
shoe business where, in order to do 
the job right, he had to devote him- 
self exclusively to it. Now, he is be- 
ginning to get back into things. He 
is Chairman of the Boy Scout Troop 
in Flushing, Long Island, and is 
active in the National Shoe Manu- 
facturers Association. He was re- 
cently named Chairman of their 
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Marketing Committee. 

Swimming and tennis are his two 
favorite sports but he hasn’t had 
much opportunity to enjoy them. 
However, he gets vicarious exercise 
and pleasure in watching the prowess 
of his sons, aged 141% and 11%. They 
take on the “International Tennis 
Set,” so to speak—when they play 
on the United Nations’ courts, which 
are close by their home. 

Abe Weinman hasn’t completely 
renounced the legal profession. He 
still subscribes to the Harvard Law 
Review. He likes to read the cases to 
find out what the latest developments 
are; but he wouldn’t think of mak- 
ing any legal decisions or offering 
advice. As he says: “This is a day 
of specialization and you can’t rely 
on curbstone knowledge.” 





A Really Waterproof Shoe 
[CONTINUED FROM PAGE 43] 


waterproofing treatments. 

But while this gave a water-tight 
leather, it didn’t make a water-tight 
shoe. The big bugaboo has always 
been the leakage through the seams 
of the shoe—either in the upper or 
between the sole and upper. There 
was no practical way that this water 
penetration could be combated or 
prevented with ordinary shoe con- 
structions. 

However, the recent advent of the 
vulcanized shoe brought the solution 
to the age-old problem. Vulcanization 
is a process whereby a rubber sole is 
heat-molded or fused to a leather 
upper. This eliminates the seam be- 
tween sole and upper. Instead, there 
is a kind of weather-sealing “gasket” 
around the seam area. It is impossi- 
ble for water to seep through this 
vital area. 

But an equally important problem 
has been the water-proofing of the 
leather upper. You could saturate the 
leather with greases and oils—called 
stuffing. While this kept the water 
out, it also kept air out. The leather 
lost its natural porosity or “breatha- 
bility.” 

But along came one of the miracles 
of modern chemistry—a chemical 
family called silicones. Today these 
are used in hundreds of different 
products, not only to waterproof 
them but to give them longer life 
against the elements. Leather and 
leather footwear is one field where 
the silicones are playing an important 





role—and particularly now, in com- 
bination with the vulcanization shoe- 
making process, to give us the first 
genuinely waterproof shoe. And the 
most significant factor is that sili- 
cones provide waterproofing without 
at all affecting the natural porosity 
of the leather. So we have for the 
first time a “breathable” waterproof 
shoe. 

What’s a silicone? It’s a synthetic 
compound made from silica or quartz 
—the main ingredient of ordinary 
white sand. By chemical shifting of 
the silicone molecules, you can man- 
make any kind of silicone compound; 
for example, a thin or thick fluid, or 
the form of oil, rubber, resin, grease, 
etc. World’s largest maker of sili- 
cones is Dow-Corning Corp., Mid- 
land, Michigan. This company has 
developed a special silicone treatment 
for leather, called “Sylflex.” This is 
impregnated into the leather by a 
special process at the tannery. The 
end result is a leather that not only 
sheds water yet remains porous, but 
dries more rapidly after wetting; 
doesn’t stiffen or become brittle with 
drying, and doesn’t discolor or 
“shrink.” The leather retains its 
natural softness and pliability. Sili- 
cone-treated leather also resists all 
water-borne stains—ink, mud, liquid 
chemicals, ete. 

Silicone-treated leather stays new- 
looking longer. One reason for this 
is its built-in resistance to such ele- 
ments as perspiration, salt, humidity, 
abrasion, cold, acids, moisture, dirt, 
chemicals, etc.—all of which play a 
role in footwear (such as work or 
children’s shoes) where waterproof- 
ing will likely find its major applica- 
tions. 

Now, let’s get back to the water- 
proofing tests and see what happened. 
The leather division of Dow-Corning 
Corp. constructed a special shoe- 
flexing machine to simulate the shoe 
in walking action. It placed a con- 
ventional shoe in one side of the 
machine, a vulcanized-process Sylflex- 
treated shoe in the other side. Both 
were submerged about two inches 
under water, so that the water line 
reached the throat or blucher line of 
the shoe. Both were work shoes. In- 
side the shoes were metal pellets, to 
which was attached an electrode. The 
moment water seeped into the shoe, 
a red light would flash on the ma- 
chine as the circuit was broken. 

[CONTINUED ON PAGE 67] 
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50 Millionth Pair for Green 
[CONTINUED FROM PAGE 47] 


While some manufacturers of 
children’s shoes use balloons, pencil 
boxes and space goggles as sales 
lures the Slosberg sons sell nothing 
but the shoe. 

Stride Rite advertising, moreover, 
is directed at the mother not the 
child. Samuel L. Slosberg, the com- 
pany’s 61-year-old president, ex- 
plains: “Mothers buy the bulk of 
children’s shoes. It was my father’s 
principle that the selling should be 
directed to her, not at the child to 
exert influence on the mother. And 
when mothers go out to buy a pair 
of children’s shoes they’re looking 
for proper fit and wearing quality.” 
Stride Rite advertising “for mothers 
only” is institutional in nature and 
stresses quality, construction and fit. 
The firm has adopted the theme: 
“The Shoe That Understands Chil- 
dren.” The brand has an exception- 
ally high rating with the medical 
profession. A recent survey among 
the nation’s more than 4,000,000 
pediatricians revealed that, of the 3 
out of every 5 doctors who recom- 
mend a specific brand of children’s 
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shoes, an impressive 42 per cent rec- 
ommend Stride Rites. 

Green Shoe Manufacturing Co.— 
despite its volume size—distributes 
through less than 1000 retail outlets 
across the country. They are all top 
quality department and retail shoe 
stores which agree to carry the 
Stride Rite line in depth. The firm’s 
retailers also maintain accurate fit- 
ting services and follow up sales with 
size-check notices. 

The company furnishes retailers 
with a complete merchandising pro- 
gram and screens its own sales rep- 
resentatives for retail-merchandis- 
ing know-how. Many of the Stride 
Rite sales force have had retail ex- 
perience on their own, others are 
second-generation Stride Rite repre- 
sentatives with long family back- 
grounds in the shoe field. 

Green Shoe Manufacturing’s 
founder began his working career, 
not with shoes, but as a $3 a week 
employe with a Chelsea, Mass., litho- 
graphing firm. He entered the shoe 
business in Lynn with the old 
Thomas G. Plant Co., makers of 
women’s shoes. The Plant company 
later moved into a new factory 
in Jamaica Plains, a district of Bos- 





ton, and grew into one of the world’s 
largest shoe manufacturers. 

The elder Slosberg left the Plant 
firm for the post of general manager 
of a children’s shoe manufacturing 
company in New York. He returned 
to Boston after World War I to 
open his own plant. 

An original union contract with 
Boot and Shoe Workers’ Union bear- 
ing the date of the company’s found- 
ing, was drawn up by the late Justice 
Louis D. Brandeis. The simple, one- 
page document remained unchanged 
35 years. In 1954 a few minor re- 
visions were put into effect. 

Stride Rite’s 1,500 union em- 
ployes—in a manufacturing field 
where seasonal layoffs and work 
stoppages are not uncommon—work 
steadily the year around. The firm’s 
entire labor-management history 
doesn’t include a single strike or a 
lock-out. Among the reasons: Em- 
ploye annual earnings are among the 
highest for skilled operators in any 
field. 

Green Shoe Manufacturing, from 
its beginning, has remained a family 
operation. Samuel, as president, di- 
rects sales and general policy. His 

| CONTINUED ON FOLLOWING PAGE | 
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brother, Charles, 58, is treasurer 
and oversees production, mainte- 
nance and the firm’s unusually large 
in-stock operation. A_ brother-in- 
law, Martin M. Landay, is vice- 
president. 

The single plant policy makes 
production and quality control eas- 
ier. Two large additions have been 
constructed in the past five years. 
An average of a half-million pairs 
of shoes are maintained continually 
in the plant’s huge in-stock depart- 
ment. All orders are shipped com- 
plete within 24 hours. 

“We’re exclusively an in-stock op- 
eration,” Samuel Slosberg explains. 
“We manufacture no shoes on a 
make-up basis. No Stride Rite dealer 
has any reason to compromise on fit, 
since we make available to him all 
sizes, widths and styles for immedi- 
ate shipment.” 

The Stride Rite line ranges from 
the child taking his first toddling 
steps to the 12-year-old girl or boy 
whose footwear demands encompass 
every challenge from a roller skate 
clamp to an over-in-flated football. 

The Slosberg brothers emphasize 
this shoe-making strongpoint. 
“Whether Stride Rites are styled 





for school and everyday wear, or for 
dress-up occasions—we will manu- 
facture just the one brand, the one 
quality, and have just the one stand- 
ard. Our chief purpose is to make 
the shoe the best way we know how. 
The one brand concentration has 
proven successful. 

“And we believe the retailer 
should follow suit. He’ll find a lot 
more profit in carrying one good line 
exclusively, rather than several sec- 
ond-rate lines.” 

The one-brand philosophy has trig- 
gered a steady and successful growth 
of Green Shoe Manufacturing Co. 
from the introduction of the first 
Stride Rite shoe in 1930. At that 
time, the firm also was manufactur- 
ing several private brands. In 1937 
its entire production was turned 
over to the single line. Daily pro- 
duction then averaged 3,000 pairs 
daily—less than one-sixth its cur- 
rent daily turnout. 

Success of any product depends 
upon the cultivation of brand loyalty. 
But equally important, the Slosbergs 
believe, is the cultivation of employe 
loyalty. They make this observation: 

“A skilled worker —in order to 
maintain his high standards of 





craftmanship—must feel he’s more 
than just another guy standing in 
front of another machine and stamp- 
ing part of the whole product. 

“He must be treated as a vital 
part of the whole operation, a mem- 
ber of the team, without whose top 
skills the product would suffer.” 

And, each Green Shoe Manufac- 
turing employe knows he is part of 
a team. His boss is “Sam” or 
“Charlie.” A public address system 
keeps him informed of the opera- 
tions beyond as well as inside the 
plant. 

The Stride-Rite Quarter Century 
Club has 115 members. Ten more 
become eligible this year. Employes 
participate in company - sponsored 
bowling, basketball and_ baseball 
teams, a monthly newspaper, blood 
bank clubs and other activities. One 
of the firm’s long-standing Christ- 
mas programs is delivering thou- 
sands of pairs of shoes to children 
in orphanages of all denominations 
throughout Greater Boston. 

Jacob Slosberg died five years ago. 
But the one-word lesson he brought 
from the old country, practiced here, 
and left in legacy to his sons, con- 
tinues to bear fruit. 











super 
flexible — 
super light — 
STREET 


BALLETS 









IN STOCK 
FOR IMMEDIATE 
DELIVERY 


(lie 


B 


| 


BERNED SHOE 


6 
Pyca|s 
(dy 


Hand-lasted, air-foam cushioned ballets of finest garment 
leathers. Fully lined, full chrome soles. Black or white leather, 
dyeable white satin and gold or silver mesh. 


Manufacturers ¢ Distributors 
207 Essex St., Boston 11, Mass. 


footwear. 
a repeat! 


NO SERVICE 
CHARGE ON 
SMALL ORDERS 


RNED 


Net f.0.b. Boston, “ 


co. $190 








MILLER SHOE CO., INC. 


Founded by ALBERT E. KLINKICHT 


Here's whot MILLER 
FOOT DEFENDER SHOES for 


Barsfoot iy Fusdom 


« 
OFFER YOUR CUSTOMER 






Basic lasts—sensible, yet smartly styled shoes 
—day-by-day life in Comfortland. 

And offer you, the dealer: Solid, substantial 
No markdowns. 






Every customer 






PLATTOE LAST 


3927—The JAY Tie 
14/8 Wood Kantscuff Heel 







Navy blue nylon lace vamp 


Navy blue kid tip, quarter, 
tongue and facing 


Six-eyelet tie 
Long inside counter 


SIZES IN STOCK 
AAAA 64/2 to II 
AAA 6 to Il 
AA 5//2 to II 
A5 ad} 

B to 
ai te it 
D 4'/, to Il 
5 to 10 

















CINCINNATI 23, OHIO 


Boot and Shoe Recorder 











A Really Waterproof Shoe 
[CONTINUED FROM PAGE 64] 


The conventional work shoe went 
through only six flexing actions (12 
seconds) before the red light flashed 
on, indicating water had entered the 
shoe. But after 22,000 flexings (10 
hours) the other shoe was still dry 
inside. 

The conventional shoe, when dry, 
weighed 23 ounces. After five min- 
utes of flexing action under two 
inches of water, it weighed 26 ounces, 
or 12 per cent more, due to water 
absorption. The waterproof shoe, 
after 10 hours of flex action under 
the same conditions, weighed the 
same as at the start. 

While the vulcanizing process 
waterproofed the sole-upper seam, 
and the Sylflex treatment water- 
proofed the upper leather, what 
about the seams in the forepart and 
quarter of the shoe? Ordinarily, this 
could be a leakage spot. However, the 
new waterproof shoes seal these 
seams with a special compound. For 
example, Montgomery Ward, which 
has sold hundreds of thousands of 
pairs of these shoes with a 30-day 
money-back guarantee (with only a 
fraction of one per cent returns), 
seals these seams inside the shoe 
with a special latex compound. Thus, 
the last possible entry point for 
water seepage is sealed off. 

Now, what about this term “water- 
proof” as applied to shoes? Shoe 
manufacturers and retailers have 
until recently been wary of using the 
term, feeling that it was open to 
challenge by the Federal Trade Com- 
mission. There is a wide gap of dif- 
ference between a_ water-resistant 
and water-proof shoe. 

However, for all practical purposes 
we now have the first genuinely 
water-proof shoe. Any shoe that can 
go through 15,000 to 30,000 or more 
flexings under two inches of water 
certainly has earned the right to 
term itself water-proof. Thirty 
thousand flexings is the equivalent of 
walking for three eight-hour days in 
two or three inches of water—with 
the shoe still dry inside. 

There is now a rapidly rising en- 
thusiasm regarding the market out- 
look for the water-proof shoe. States 
William Rossiter, Production Man- 
ager, Fiber Sales (leather and tex- 
tiles), Dow-Corning Corp., “With 
the entry of the vulcanization process 
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in shoes, the genuine water-proof 
shoe has become a practical reality. 
Up to this point the best we could 
achieve was a water-resistant shoe. 
From here on in it will be a different 
story—at last an answer to the in- 
dustry’s long wait for a truly water- 
proof leather shoe.” 

But chief credit for the launching 
of the water-proof shoe goes to R. L. 
Robbins, chief buyer of all work 
shoes and outdoor boots for Mont- 
gomery Ward. He launched an uphill 
battle to accomplish the feat—-even 
devising a simulated vulcanization 
type shoe (with sealed upper seams 
and Sylflex-treated leather upper) to 
meet his specifications. Twce years 
ago he put these shoes on the mar- 
ket, via the M-W stores, selling them 
with a 30-day money-back guarantee. 
Several hundreds of thousands of 
pairs have now been sold, with ex- 
cellent results. M-W is now going 
into the vulcanized shoe. 

Sears, J. C. Penney and other 
large volume shoe buyers are also 
entering the field. Most of the major 
manufacturers of men’s work shoes 
are moving into this type of foot- 
wear: International, Brown, Endicott 
Johnson, General, Georgia Shoe, 
Safety-First Shoe, etc. 

The U. S. Army recently an- 
nounced that in the near future its 
combat boots would be made by the 
vulcanized process (and will, no 
doubt, include water-proofing treat- 
ment). 

What kind of shoes can or likely 
will be included in the water-proof 
category? First, work shoes and 
other outdoor or utility boots are the 
initial target. One company (Safety- 
First Shoe) is already in production 
with these. Another (Georgia Shoe) 
will be in production by early sum- 
mer. International Shoe and Endi- 
cott Johnson, among others, will be 
in production shortly. 

Youths’ and boys’ shoes are con- 
sidered another “natural” for this 
type of footwear. Children’s basic 
shoes fit into the same category. The 
market for water-proof shoes is ex- 
pected to expand in radius rapidly. 
For it isn’t merely a matter of pre- 
venting moisture from entering the 
shoe. The “natural-dry” shoe is 
claimed to have longer life or wear 
value because it’s not subjected to 
deterioration from moisture and 
other elements which the water- 
proofing resists or eliminates. 


Significant is the comment by 
Montgomery Ward’s R. L. Robbins: 
“I predict that within three to five 
years a very large percentage, and 
perhaps a majority, of all men’s work 
shoes and outdoor boots will be 
water-proofed and made on the vul- 
canized process. I make the same pre- 
diction concerning certain types of 
boys’ and juvenile shoes.” 

Yes, water-proofed leather adds 
something to the cost of the shoe— 
though this is largely compensated 
by the lower cost of the vulcanizing 
process. However, according to Mr. 
Robbins, “There has been no price- 
resistance from consumers—provided 
these shoes live up to their promise, 
as ours have.” 

The genuinely water-proof shoe 
now gives a fresh merchandising 
weapon for the selling of some types 
of shoes. However, as stressed by the 
people behind this development, it is 
more than a matter of water-proofing 
alone—but involves added features 
such as longer life and fresher shoes. 
All of this is a tribute to the con- 
tinuing advance on the shoe indus- 
try’s technological front—new de- 
velopments resulting in better shoe 
values. 
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Both practical and pretty these soft 
white leather, fold-up travel slippers 
with elasticized top-line, on soft leather 
soles. Smart style features are the 
peaked, Turkish toe and white fringed 
ornament with multicolor ceramic type 
center, Case in clear plastic. Step-Toe 
by Coast Ballet Manufacturing Company. 





The Detroit Shoe Retailers Asso- 
ciation has elected Samuel Plotler, 
of Original Sample Shoes, as “‘Shoe- 
man of the Year.” The title was 
bestowed at the association’s an- 
nual dinner-dance at the Wolverine 
Hotel. 
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Gallun Sees New 
Horizons for Leather 
[CONTINUED FROM PAGE 58] 


great depression and World War II, 
when the company won the Army- 
Navy “E” Award. 

Douglas A. Gallun, who joined the 
organization in June, 1955, repre- 
sents the fourth generation of his 
family in the firm. He is on the board 
of directors and also heads the raw- 
stock purchasing department. 

The Gallun organization has a 
fashion director who is continually 
at work in New York originating and 
promoting colors and types of leather 
for use in both men’s and women’s 
shoes and accessory items. 

Firm officials are proud of the rec- 
ord of longevity of the employees. 
More than half have a record of ten 
or more years with the organization. 
The present plant covers in excess of 
a half million square feet, which in- 
cludes both office and factory space. 

Looking to the future Mr. Peirce 
comments, “We firmly believe that 
all the leather ever produced will be 
used. We do not expect that there 
will ever be any material to replace 
leather. Actually, it isn’t possible to 
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secure enough leather to fill all of the 
requirements. And these require- 
ments are bound to increase as we 
develop more fashion possibilities. 
New colors, new textures, and new 
treatments will provide new ways to 
present our product to the market. 
We are vitally interested in fashion 
and in providing ways so that the 
shoe retailer can merchandise it in 
selling shoes. Within the next few 
years the same things that have hap- 
pened in women’s shoes, will hit the 
men’s market. We are coming out 
with high colors and color combina- 
tions that will be great stimulants to 
the men’s casual field in particular.” 





Review of the 
Retail Trade 
[CONTINUED FROM PAGE 50] 


is slim flats in two-tone suede with 
such color combinations as red and 
blue or yellow and white. Buckles 
and bows are also favored. 


Men’s volume continues to be dis- 
appointing with a slightly increasing 
trend toward the flexible cemented 
styles as the weather improves. Sales 
of casual types have increased as de- 
mand for the rugged storm welts 


falls off. Colors are the usual shades 
of brown and, of course, the blacks. 
Retailers report generally that sales 
volume is still somewhat below last 
year but that a late March surge 
could put volume on a par with last 
year. As far as overall spring busi- 
ness is concerned, everything de- 
pends upon April business. 





Baker Reporting 
from Washington 
[CONTINUED FROM PAGE 18] 


The government’s collection of 
taxes on sporting goods and equip- 
ment last year was well ahead of the 
previous year’s total. 

And for the 12-month fiscal period 
that ended last June 30, total sales of 
sporting goods were about $98 mil- 
lion, compared with only $85 million 
in the previous 12-month period. 

Walter Reuther, president of the 
giant AFL-CIO United Auto Work- 
ers, is demanding a four-day work- 
week for all his members. This may 
or may not come about in 1958, but 
it shows how people are giving more 
thought to leisure time and less time 
to business hours. It all adds up to 
emphasis on casual footwear. 
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Miss Bea Beste, Hamilton Shoe Company, St. Louis, points. out new fashion trends 

in footwear on a KTVI-TV program. During the half-hour show, more than 30 pairs 

of spring and summer shoes were displayed. Program's initial section dealt with 
shoe construction from pattern to finishing. 


ST. LOUIS—A unique telecast de- 
tailing shoe constructions and new 
trends was presented on Station 
KTVI-TV in St. Louis recently. Miss 
Bea Beste, assistant to C. D. P. 
Hamilton III, Hamilton Shoe Com- 
pany, took the audience behind the 
scenes to follow the development of 
a shoe from the skin of leather to 
the finished product. 

The half-hour telecast opened with 
Miss Beste and an announcer before 
an easel on which stood a chart- 
board displaying the various parts 
of a shoe, from the pattern to the 
cut parts and continuing through 
the fitting, lasting and finishing. The 
charts and commentary covered both 
types of shoe construction, slip- 
lasted and regular, and telescoped 
the 200 or more operations in the 
making of a shoe so that the audi- 
ence could visualize the step-by-step 
factory processes. 

The program was in two sections, 
the first covering construction, the 
second section highlighting new shoe 
fashions for spring and summer on 
live models and in the hand. A 


glance into autumn was provided 
with the exhibit of a Delmanette 
shoe in garnet red reptile and black 
calfskin on the bolero last with very 
high heel and low cut sidelines. 
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More than 30 pairs of new spring 
and summer patterns were modelled 
by three young ladies. They dis- 
played town and suit shoes first, 
then play and casual shoes, and 
finally party shoes. Miss Beste 
pointed up the trend toward new 
soft construction, the tri - color 
theme, the trimmed vamp, the print 


shoe, open shoes, and new heel 
heights. 
Shoes from the lines of Del- 


manette, Penaljo and Peacock were 
shown. Host firm for the program 
was Hamilton Shoe Company, one 
of St. Louis’ large independent man- 
ufacturers of fashion footwear, em- 
ploying approximately 1500 persons 
in two factories. 





New Children’s Departments 


PHILADELPHIA — Three new 
children’s shoe departments have 
been opened in the Bonwit Teller 
stores in Philadelphia and suburban 
Wynnewood and Jenkintown, it was 
announced jointly by Lewis C. Davis, 
president of Bonwit Teller, and Saul 
Maslow, sales manager for Dr. Pos- 
ner Shoe Company. David Haltz- 
man, who owns Joel’s in nearby 
Chester, Pa., has leased and will op- 
erate the departments. 





Wade Brothers Wins Name 
Brand Retailer Contest 


NEW YORK—From thousands of 
entries in the 10th Annual Brand 
Name Retailer-of-the-Year Competi- 
tion, consisting of 25 retail categor- 
ies, Wade Brothers Shoe Store, Inc., 
212 North Main St., Jamestown, New 
York, has been selected top Award 
winner in the Hardware Stores Cate- 
gory. 

The announcement was made by 
Henry E. Abt, president of Brand 
Names Foundation, Inc., sponsors of 
the Competition, who congratulated 
the store for its outstanding pre- 
sentation of Manufacturers’ brands 
during 1957. 

In addition to Wade Brothers, 
Inc., four other shoe stores were 
cited with Certificates of Distinction. 
They were Stan’s Bootery, 3172 S. 
27th St., Milwaukee, Wisconsin; 
Cardinal’s, 412 No. Chaparral, Cor- 
pus Christi, Texas; J. L. Corbaley 
& Sons, Inc., 6013 Military Ave- 
nue, Omaha, Nebraska; and Sholem’s 
in Champaign, Eight Main Street, 
Champaign, Illinois. Wade Brothers 
and Cardinal’s received Certificates 
of Distinction in last year’s Competi- 
tion. 





Egg-Shaped Pix Prompt 


Easter Sales in St. Louis 





Easter Bunny fashion release from the 
Shoe Fashion Board of St. Louis parades 
a@ group of young shoes in Easter eggs. 
At top right is a Dress-Ups by Alexis of 
red patent with white accent on the T- 
strap. Brother and sister in center are 
in Trimfoot's swivel strap pump on a 
tapered toe last and in Jumping-Jack’'s 
beige buck oxford with black crepe sole 
and black laces. Black and white are 
teamed in lower egg. For boys, a Buster 
Brown three-eyelet tie in black calf with 
white grained leather plug. For girls, 
black patent swivel strap with standup 
bow of white calf by Weatherbird. 
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St. Louis “Hawk-Men” Move Kids’ Shoes 



























Advance Fall Shoe Market Week, New 
England Shoe and Leather Associa- 
tion, Hotels Statler and Touraine, 
SR Peres March 30-April 3 

Spring Meeting, Tanners’ Council of 
America, Bellevue-Biltmore Hotel, 
Belleair, Fla. .. April 9-11 

The Guild of Better Shoe Manufacturers’ 
opening of collections of fall styles. 
Showings in individual factory sample 
ER RSat ge See The week of April 21 

Accounting & Office Management Clin- 
ics, National Shoe Manufacturers As- 


sociation, Waldorf-Astoria Hotel, 
PON MR cinbacee as an peamcns April 24-25 

Shoe Fair, Northwest Shoe Travelers. 

Inc., Hotel St. Paul, St. Paul, Minn. 
April 26-29 

St. Louis Shoe Show, St. Louis Shoe 

Manufacturers Association, Hotels 

Statler, Lennox, Sheraton-Jefferson 
and Park Plaza, St. Louis....April 27-30 





Ohio Shoe Travelers Fall Showing, Ohio 
Shoe Travelers Club, Deshler Hilton 


This group of youngsters enjoyed the personal appearance of two Hawks basket- Hotel, Columbus, O. ........... May 4-6 
ball players at the Proper Shoe Store, International Shoe Company's Friedman- Shoe Show, Southeastern Shoe Trav- 
Shelby dealer, in St. Louis recently. Slater Martin at left and Cliff Hagen, center, elers, Henry Grady, Dinkler Plaza, 


play for the NBA western division champion Hawks. Local dealers, each scheduled 
for an in-store personal appearance of team members, are advertised in all 


Piedmont, and Peachtree Hotels, At- 
lanta May 4-7 


Hawks home-game programs. At right, Maury Furman of the store staff. 





Canada Prepares for October Shoe and Leather Fair 


MONTREAL — The first applica- 
tions for exhibit space at the ninth 
annual Shoe and Leather Fair, spon- 
sored by the Shoe and Leather Coun- 
cil of Canada and scheduled for 
October 12 to 16 at the Sheraton- 
Mount Royal Hotel, Montreal, will 
go into the mails April 1. More than 
200 sample rooms on three hotel 
floors will be open to hundreds of 
retailers attending the fall event. 


The 1958 executive committee, 
headed by D. H. LeRoy, and Charles 
Faure, manager-treasurer, have an- 
nounced that plans are well under- 
way. At the fair, retailers can ex- 
amine every line produced in Canada 
in each price range. 

Members of sponsoring organiza- 
tions with options of reserving the 
Same space used a year ago will on 
April 1 be mailed their applications. 
They will have a month in which to 
exercise their options and reserve 
sample rooms, if available. The ex- 
ecutive committee will allocate to 
members not picking up their op- 
tions, those rooms remaining after 
member exhibitors have reserved 
their rooms under the option privi- 
lege. 

For members of sponsoring asso- 
ciations without options, all applica- 
tion forms—also mailed April 1— 
will be specially numbered as re- 
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ceived at fair headquarters and the 
committee will allocate from rooms 
then remaining. Members have a 
month from April 1 to make reserva- 
tions before non-members can apply. 
On May 1 applications will go to non- 
members who exhibited at the 1957 
fair; on June 1, to non-members who 
did not exhibit last year. 

The fair will include a reception, 
a breakfast at which a nationally 
known speaker will address the in- 
dustry, the annual meetings of the 
sponsoring associations, and a clos- 
ing dinner and dance featuring 
celebrities. 


National Shoes, Inc., Mounts 
Heaviest Spring Ad Drive 


NEW YORK—“Fashion’ll always 
cost less at National” is the theme 
of the heaviest spring advertising 
drive in its history for National 
Shoes, Inc., popular-price, family 
shoe chain. The campaign is now 
underway in newspapers, radio, tele- 
vision, Parents’ Magazine and shop- 
ping center papers. 

The campaign, which will continue 
through June, is covering the five 
states of New York, New Jer- 
sey, Connecticut, Massachusetts and 
Maryland where the expanding chain 
operates its stores. 


Fall, Winter Popular Price Shoe Show 
of America, National Association of 
Shoe Chain Stores, Hotels New 
Yorker, Sheraton-McAlpin, and New 
York Trades Show Building May 4-8 
Shoe Show, Pacific Northwest Shoe 
Travelers Association, New Washing- 
ton and Olympic Hotels, Seattle 
May 10-13 
Fall Shoe Show, Michigan Shoe Trav- 
elers Club, Statler and Tuller Hotels, 
Detroit ...... May 11-13 


Michigan onal Shoe ‘fee, “Michigan 
Shoe Travelers Club and Michigan 
Shoe Retailers Association, Statler 
Hotel, Detroit .May 11-13 


Shoe Show, The Indiana Shoe Travelers’ 
Association, Hotel Severin, Indian- 
apolis May I1-13 

Fall Shoe Fair, Southwestern Shoe Trav- 
elers Association, Adolphus, Baker, 
Southland and Statler-Hilton Hotels, 
NE, WON ood .May 11-14 

Fall Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
a May 18-19 

Fall Shoe Show, Pennsylvania Shoe 
Travelers Association, Hotel Penn 
Sheraton, Pittsburgh May 18-20 

Fall Shoe Market Week, West Coast 
Shoe Travelers Association, Hotels 
Alexandria and Biltmore and the 
Haas Building, Los Angeles....May 18-21 

Fall Shoe Show, Boston Shoe Travelers 
Association, Parker House, Boston 


May 1|8-21 
Fall Shoe Market, Midwest Shoe Trav- 
elers Association, Hotel Morrison, 
Chicago .May 25-28 


Denver Fall Shoe Show, Mountain States 
Shoe Travelers Assn., Albany Hotel, 
Denver June 1-4 
Michigan Shoe Caravan, Michigan Shoe 
Travelers Club, Statler Hotel, Detroit 
July 13-15 
Annual Shoe Show, Baltimore Shoe Club 
and Associated Shoe Travelers of 
Baltimore, Lord Baltimore Hotel, 
ae ores a rye July 13-16 
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NEW YORK —P. D. (Plus Dol- 
lars) result from D. P. (Double 
Pairs) and add up to P. S. (Plus 
Sales). That was the general theme 
of the National Shoe Stores’ annual 
managers meeting, held at the Wal- 
dorf Astoria Hotel on March 12. 

Purpose of these meetings is for 
the managers of every one of Na- 
tional’s 146 stores to get together 
with top management for frank dis- 
cussion of sales objectives and how 
to obtain them. There is also an op- 
portunity to preview plans for the 
future. 

Highlight of this year’s meeting 
was a unique stage presentation. In 
shadow silhouette, behind a wide 
screen, live actors portrayed the 
wrong and right techniques for deal- 
ing with the problems that occur in 
the daily operation of a retail shoe 
store, and the opportunities for in- 
creasing sales volume when the cus- 
tomer is in the store and in a buy- 
ing mood. 

Situations projected included: (1) 
Greeting the customer courteously. 
(2) Showing the merchandise and 
underscoring it with knowledge and 
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Multiple Sales Urged as National Shoe Managers Meet 


the ability to point out the salient 
fashion features. (3) Follow- 
through with suggestions about the 
appropriate coordinated handbag, 
matching hosiery, even shoe polish. 
(4) Subtle ways to handle T. 0.— 
turning the customer over to the 


manager. (5) Converting the 
“floater” into a purchaser. 
Fred Siegel, vice-president in 


charge of sales, indicated that aver- 
aging one extra sale per day at each 
store could help immeasurably in 
maintaining National’s high sales 
volume position. 

In the evening, there was a dinner 
in the Jade Room of the Waldorf. 
Louis Fried, president of National 
Shoe Stores, said: “Our policy of 
adding stores, modernizing and 
maintaining top locations is going 
to continue. We are maintaining our 
good competitive position not only 
by keeping pace with the trend to 
shopping centers, but by a com- 
mitted policy of seeking out our cus- 
tomers and serving them in any type 
of store or location that best meets 
their requirements and their prefer- 
ences, 





“When we talk about progress, let 
us not lose sight of the uneasy talk 
we hear every day concerning the 
general business economy. There is 
no question but that competition 
among shoe retailers, just like in 
every other retail business, is 
tougher than ever. ... More has got 
to be done to develop multiple sales. 
We are bending every effort to pro- 
vide you with accessories and double 
pair merchandise that will create 
multiple sales to every customer and 
bring in those plus dollars.” 





Club Works on Fair Plans 


COLUMBUS, O.—The Ohio Shoe 
Travelers Club is completing details 
for the annual Fall Shoe Fair, to be 
held in the Deshler Hilton Hotel here 
on May 4-6. 

William C. Short, first vice-presi- 
dent of the club and show chairman, 
met recently with his committee, 
Robert Dowling, of the Brown Shoe 
Company; Ben Tolpen, of Dunn & 
McCarthy Shoe Company; Harry 
Teetsel, of Craddock Terry Shoe 
Corporation, and Robert Campbell, 
of Vaisey Bristol Shoe Company. 
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Retailer Kit Promotes Shoe Wardrobe 


~, 


Feereg,, * “ery 


The displays above are now being seen in shoe windows and on shoe store counters 
throughout the United States. Kits were distributed by the National Shoe Institute 
to aid in the American Family Shoe Wardrobe promotion underway since March 18. 





Don’t Sacrifice Distributor, Hussco President Advises 


NEW YORK—tThe shoe industry 
needs to develop improved marketing 
techniques, William Manowitz, presi- 
dent of the Hussco Shoe Company, 
But he cautioned that the 
solution doesn’t lie in taking over the 
functions of the distributor. 


declared. 


Mr. Manowitz was a member of a 
panel discussing pricing policies 
when the Metropolitan New York 
Chapter of the Young President’s 
Organization met March 10 at the 
Savoy-Plaza Hotel. 

In looking for better marketing 
practices, Mr. Manowitz said, the 
manufacturer should not be deluded 
into thinking that he can trim oper- 
ating costs by assuming the distribu- 
tor’s functions. 

“Experience shows this would be 
no genuine economy,” he explained, 
“since the distributor, working for 
us, performs these functions more 
cheaply than we can do ourselves. 

“The public may ‘think’ that the 
goods would cost less if the middle- 
man’s profits were not included in 
the retail price, but we have found 
that this is not so. Distribution, 
whatever form it takes, is cost added 
to goods and the consumer has to 
pay for it. Distribution costs can- 
not be eliminated by selling direct 
and some manufacturers have dis- 
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covered, in fact, after experiment- 
ing, that costs tend to climb.” 

In the case of his own company, 
Mr. Manowitz said 15 years’ experi- 
ence has convinced him that the shoe 
manufacturer’s best interests are 
served through distributors — who 
are linked firmly to Hussco manage- 
ment policy by “controls.” 

These controls are not limiting, 
Mr. Manowitz said. 





Olshwangers, Father, Son 
Open Shoe Sample Room 





Stanley |. Olshwanger, left, and his son, 
Ronald |. Olshwanger, recently opened 
@ sample room for women's and chil- 
dren's shoes in St. Louis. Located in the 
Silk Exchange Building, the new firm will 
be known as Stanley Shoe Sales Com- 
pany. It will represent several Eastern 
shoe factories. 








Deevers Gains Display 
Space in Building Move 

ST. LOUIS—Deevers Shoe Com- 
pany has moved to new and larger 
quarters in the Merchandise Mart 
Building, 1000 Washington Avenue, 


St. Louis. The firm formerly occu- 
pied space in the Paul Brown Build- 
ing. 


Financial News 


Melville Sales Set Record 
In °57, but Earnings Dropped 


NEW YORK—Melville Shoe Cor- 
poration reported its sales climbed 
to a record $130,355,538 in 1957, a 
gain of 3.4 per cent over 1956, but 
at the same time net earnings 
dropped 4.3 per cent. 

In its annual report, the corpora- 
tion attributed the reduction in earn- 
ings from $6,112,253 to $5,847,076 
to “a reduction in the margin of 
profit caused primarily by a rapid 
rise in the cost of doing business.” 

Per-share earnings for 1957, after 
preferred dividends, were $1.86 as 
compared with $1.95 per common 
share in 1956. 

In their remarks to stockholders, 
Ward Melville, board chairman, and 
Robert C. Erb, president, said, 
“Much of the contraction in profit 
margin was due to our accelerated 
program of opening new stores. 
During the year we had a net in- 
crease of 71 stores, to a total of 
1,018 on December 31. The new 
stores immediately increased our 
sales total but, as is customery with 
new operations, did not make a pro- 
portionate contribution to net 
earnings. 

“This is because of extraordinary 
non-recurring expenses which are 
part and parcel of the opening of a 
new store and its operation for a 
period of approximately 12 to 18 
months.” 








A. S. Beck Retail Sales Drop 
6.7 Per Cent Below 1957 


NEW YORK—tThe A. S. Beck 
Shoe Corporation, including its Ad- 
ler Shoes, C. H. Baker, and Ansonia 
subsidiary chains, has announced 
that retail sales for the five weeks 
ending March 1, totalled $3,903,286, 
a 6.7 per cent decrease from retail 
sales of $4,182,889 during the corre- 
sponding 1957 period. 
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Edison °57 Sales Reached 
Highest All-Time Peak 


ST. LOUIS — The highest sales 
record in its history was chalked up 
by Edison Brothers Stores, Inc., in 
1957. Irving Edison, president, has 
reported that the company’s net sales 
climbed to $99,301,660, which is ap- 
proximately nine per cent over the 
previous year. 

The thirty-fifth anniversary year 
report of the company to its stock- 
holders showed net earnings of $2,- 
816,941 for 1957. This amounts to 
$2.98 per share of common stock 
outstanding at the close of the year 
and compares with $2.79 per share 
for 1956. Earnings in 1956 came to 
$2,653,113. 


Kinney Jan.-Feb. Volume 
Beats Same Period, 1957 


NEW YORK—G. R. Kinney Cor- 
poration has announced that net re- 
tail store sales for the two months 
ending February, 1958, have in- 
creased 19.6 per cent over sales dur- 
ing the same period last year. The 
1957 volume figure was $5,116,000, 
while this year Kinney sales totaled 
$6,117,000. 

At the end of February, 1958, 407 
stores were in operation. 


Keith Reports 11 Pet. Sales 
Boost in Wholesale Division 


BROCKTON, MASS.—The George 
E. Keith Company announced that 
sales in its wholesale division have 
increased 11 per cent for the first 
four months of the spring season, 
and stock shipments are well ahead 
of a year ago. In the Walk-Over re- 
tail division, expansion plans are in 
preparation. 
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What’s New 


Bass 1958-59 Ski Boot Line 


Features ‘Double’ Models 


Among ski boot line offered by G. H. 
Bass & Co., Wilton, Me., for 1958-59 
winter sports season is "Tempo ‘59" 
(style 1348) of black heavy grain 
leather with racing hooks, and high 
grade rubber sole with metal protectors. 
Trade price is $21. "Tempo" is one of 
three new featured "double boot” models 
with top facing of red kid and 72-inch 
red waxed nylon laces. 





Fitting Device to Replace 
X-Ray by International 


ST. LOUIS —A new shoe fitter 
designed for store or home use has 


been introduced by International 
Shoe Company. Named the “Accu- 
Fit” Shoe Fitter, the simple device 
is recommended as a safe replace- 
ment for X-ray for children. 

To use, the retailer (or mother) 
places knob of fitter on joint of 
child’s big toe in stocking feet. In- 
dicator is then pushed to touch tip 
of child’s toes. After the shoe is 
on the foot, the fitter is replaced 
against the ball joint. Indicator 
across toe shows how much or little 
room is left for growth. The “Accu- 
Fit” measures length only, not 


width. It is imprinted with Weather 
Bird, Red Goose and Poll Parrot 
brand names. 

The device was the brainchild of 
a Canadian—who’s not a shoe man 
—living in a town near Vancouver, 
British Columbia. He sent his sug- 
gestion to J. S. Malcolm, vice presi- 
dent of Savage Shoes, Ltd., who in 
turn forwarded it to International. 

Response to the fitter has been 
good, a company spokesman reports. 
Of plastic, the “Accu-Fit” is de- 
scribed as easy to use, handy, fits 
in pocket, and wholesales to dealers 
for $1.00 cartonned. 


Farmington Industries Is 
Marketing “Zorro” Boot 

FARMINGTON, MO. — Farming- 
ton Industries, Inc., here, is now 
marketing the “Zorro” boot. 

The Zorro boot is Patenel Tolex 
black vinyl patent. The material will 
not crack or check under heat or cold 
and can be cleaned easily with soap 


and water. No other care is needed 
to maintain its beautiful appearance. 

The boot is black in color and is 
authentically decorated with the 
Zorro Medallion. It is of Compo 
construction, with cushioned crepe 
sole and comes in sizes 5 to 12. The 
suggested retail is $3.98. 
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WELLCO SHOE CORP., WAYNESVILLE, N. C. 





Most PPSSA Registrants 
Carry Branded Footwear 


NEW YORK—Nearly 83 per cent 
of “non-volume” retailers who attend 
the Popular Price Shoe Show of 
America carry branded lines of foot- 
wear, according to a survey of 3,300 
PPSSA registrants at last Decem- 
ber’s show. 

Speaking for the show manage- 
ment, Maxwell Field and Edward 
Atkins said questionnaires were re- 
turned by 30 per cent of buyers and 
merchants queried, an “exceptionally 
high percentage.” Those replying 
listed the names of brands they carry 
in the men’s, women’s, children’s, 
slipper, canvas and other categories. 

The survey also disclosed that 55 
per cent of the buyers and retailers 
who responded attend no shoe show 
other than PPSSA. 


Yankee Shoemakers Meeting 


NEWMARKET, N. H.—The Yan- 
kee Shoemakers, division of Sam 
Smith Shoe Corporation, Newmar- 
ket, sponsored a two-day session for 
managers of the H. Scheft Company 
leased departments, Boston, last 
month. 
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Obituaries 





John K. Converse 

MALDEN, MASS.—John K. Con- 
verse, a sales executive associated 
for 35 years with the Converse Rub- 
ber Company, Malden, died March 
10 of a heart attack in Richmond, 
Va., while on a sales trip through 
the Southeast. 

Mr. Converse was the son of the 
late Marquis M. Converse, founder 
of the company. 

Mr. Converse, who lived in Win- 
chester, Mass., is survived by his 
widow, Helen; a son, Douglas, an 
Army lieutenant; two granddaugh- 
ters, two sisters and a brother. 


Robert K. Howard 


ROCHESTER, N. Y.—Robert K. 
Howard, 88, retired shoe buyer for 
E. W. Edwards & Son department 
store here, died February 26 of a 
heart attack. He was buyer for the 
basement shoe department of the 
store for 37 years, retiring 10 years 
ago. 

He is survived by a son, Franklin 
Jones, of Albany. 


Maurice M. Packard 

STOUGHTON, MASS.—Maurice 
M. Packard, 75, who retired a few 
months ago as foreman of the Avon 
Sole Co. after 40 years’ service, died 
March 11 at Brockton Hospital. Mr. 
Packard, who was a shoe inspector 
for the government during World 
War II, is survived by his widow, 
Mabel; two daughters, a sister, five 
grandchildren and five great-grand- 
children. 


Ely Kaplan 


SANTA PAULA, CALIF. — Ely 
Kaplan, 62, one of this community’s 
leading merchants and operator of 
Kaplan’s Bootery at the same loca- 
tion for 37 years, died here recently 
after a long illness. 

A native of Lithuania, Mr. Kaplan 
came to America at the age of 12 
and went to work as a Dayton, O., 
shoe clerk at 15. 

He is survived by his widow, 
Regina; two sons, Meyer, of Santa 
Paula, and Gerald, of Van Nuys, 
Calif.; a grandson, Craig; a sister, 
Mrs. Marsha Zellman, of Beverly 
Hills, Calif., and a brother, Kalman, 
of Los Angeles. 
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Leather Apparel Gains in Women’s Favor 





Manufacturers Estimate Accounts 
There’s Even a Leather Evening 


NEW YORK—Leather garments 
are finding their way into the Amer- 
ican woman’s wardrobe, not only for 
casual wear but even for formal 
evening apparel. 

Although shoes retain their place 
as leather’s primary use, top leather 
garment makers say their apparel 
accounts constitute a $100 million 
annual retail business. Their offer- 
ings range from a plain leather 
jacket for $20 to a full-length leather 
evening coat with chinchilla trim at 
$3,000. 

According to leather industry 
leaders, improved methods of tan- 
ning the hides, making the leather 
soft to the touch but tough-wearing, 
have boosted the popularity of such 
apparel. Hides used include Cabretta, 
a sheep with hair in place of wool 
found in South America and Africa; 
coltskin and some cattle hides. 


In spite of the swelling popularity 
accorded leather apparel, manufac- 
turers say there has been no marked 
increase in hide prices. 

Walter Kraus, director of the 
Leather Industries of America, Inc., 
the leather makers’ promotional or- 
ganization, claims leather apparel 
has become a major item this spring. 
“Last Christmas several persons ex- 
pected the leather apparel business 
would stop, but it kept going strong,” 
relates a spokesman for one firm, 
A. C. Lawrence Leather Co., Pea- 
body, Mass. 

Alex Gropper, vice president of 
Leathermode Sportswear, Inc., a 
major leather apparel maker, says 
his sales have tripled in the last five 
years. Vincent Danzi, president of 
Suburban Leathers, [Inc., reports a 
tripling or quadrupling of business 
in the same period. Leather coats in 
the new chemise look are “gaining 
momentum” at retail, Mr. Danzi 
adds. 
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at $100 Million Retail Annually; 
Coat with Chinchilla for $3,000 





Kemp and Moffatt Elected 
By United Shoe Machinery 
BOSTON, MASS.—The Board of 
Directors of the United Shoe Ma- 
chinery Corporation has elected Wal- 
lace M. Kemp a vice-president and 
Arthur W. Moffatt as treasurer. In 
addition, Mr. Moffatt was appointed 
controller of the corporation. 


Mr. Kemp, of Hanover, Mass., 


ARTHUR W. MOFFATT WALLACE M. KEMP 


started with United Shoe in 1917 in 
the Auditing Department of the cor- 
poration’s Boston office. He was ap- 
pointed auditor in 1932 and elected 
treasurer and a director in 1940. 

Mr. Moffatt, of Braintree, Mass., 
began with the United Shoe Repair- 
ing Machine Company in 1919. He 
was transferred to the Auditing De- 
partment of the parent corporation 
in 1926 and appointed auditor in 
1955. 

Directors of United Shoe simul- 
taneously declared a dividend of 371% 
cents per share on the preferred 
stock, 62% cents per share on the 
common stock and a special dividend 
of 50 cents per share on the common 
stock. All dividends are payable 
May 1 to stockholders of record 
April 3, 1958. 


U. S. Rubber to Shift 


From Milan, Tenn. 


NEW YORK—The United States 
Rubber Company will transfer pro- 
duction of rubber-soled shoes to its 
older, larger plant in Mishawaka, 
Ind., when it closes its footwear 
plant at Milan, Tenn., in July. 

The company’s 275 employes at 
the Milan plant will be released by 
groups, the first of them early this 
month. 

C. W. Pennington, vice president 
and general manager of the com- 
pany’s footwear and general prod- 
ucts division, gave this explanation 
of the move: 

“After long and careful study, we 
find that the economies involved in 
consolidating the Milan production 
at Mishawaka are necessary to meet 
the increasing competition from low- 
priced rubber and canvas footwear 
manufactured both in the United 
States and in foreign countries. 
Also, increasing transportation rates 
have raised the cost of shipping raw 
materials to Milan and finished 
goods to central warehouse and dis- 
tribution points. 

Mr. Pennington said floor space 
has been made available in Misha- 
waka by reduced government re- 
quirements for self-sealing airplane 
fuel cells and rearrangement of foam 
rubber processing operations. 

Employes at the Milan plant, 
opened in 1947, who have at least 
five years’ service will be covered by 
the company’s termination allow- 
ance plan, Mr. Pennington added. 
Such allowances are expected to total 
about $250,000, he said. 


“Leather Industries”? Sends 


Editors Shoe Wardrobes 


NEW YORK—Twenty-five fashion 
editors of leading newspapers 
throughout the country are currently 
receiving shoe wardrobes awarded 
them as part of Leather Industries 
of America’s promotion of shoe fash- 
ions for 1958. 

Each wardrobe, being sent to edi- 
tors whose names were drawn at 
random, consists of four pairs of 
shoes designed specifically for the 
American woman’s round-the-clock 
activities—a casual shoe, daytime 
walking shoe, dressmaker pump and 
a dressy shoe. 








Richardson and Williams 
Advanced at B. B. Walker 

ASHEBORO, N. C.—At a meeting 
of the board of directors of The 
B. B. Walker Shoe Company, Colon 
Leonard Richardson, 32, was elected 
Secretary of the Company and Mar- 
shall R. Williams, 35, was elected 
Treasurer. 

Richardson was born in Randolph 
County and attended Seagrove Pub- 
lic Schools. He worked for Carolina 
Wholesale Company at Asheboro, 
North Carolina, as salesman for four 
years. He served in the armed ser- 
vices from 1952 to 1954 in the Euro- 
pean theatre. 

In June, 1955, he joined B. B. 
Walker Shoe Company as salesman 
covering part of eastern North Caro- 
lina for the Company’s in-stock di- 
vision. In August, 1956, Richardson 
took over volume sales for the manu- 
facturing unit and since has become 
one of the outstanding volume men 
in the work shoe field, in charge of 
volume sales throughout the United 
States. 

Williams was born in Wake 
County and was graduated from 
Hugh Morson High School, Raleigh, 
North Carolina. From 1943 to 1946 
he served in the Air Force. Upon 
discharge, he attended the Univer- 
sity of North Carolina and was grad- 
uated in 1950 with a B. S. Degree 
in Commerce. Williams was em- 
ployed 2% years with Williams & 
Wall, Certified Public Accountants, 
Raleigh, North Carolina. Then he 
became associated with Malcolm J. 
Watson, Certified Public Accountant, 
for 3% years. 

He received his C. P. A. Certificate 
in 1952. In 1956, Williams joined 
Walker Shoe Company and was ap- 
pointed Controller and Credit Man- 
ager. 





M. R. WILLIAMS 


Cc. L. RICHARDSON 
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Jarman Announces Expansion 


NASHVILLE—The General Shoe 
Corporation will invest $3,000,000 in 
a development program in 1958, 
Maxey Jarman, chairman of the Cor- 
poration, announced. He also said, 
“Plans are being made for a four- 
to-six year growth program that will 
carry the company forward in a 
great surge of prosperity that is ex- 
pected to develop in the United 
States in the next few years.” Mr. 
Jarman did not elaborate on the new 
program. 





Grainometer Tests Leather 


By Making Wrinkle Count 





The Leather Grainometer, recently dem- 
onstrated by Milton Bailey, supervisor of 
footwear development for the U. S. Navy 
Clothing and Textile Offices, grades 
leather by means of the wrinkle count. 
Bailey stated that more serviceable leath- 
ers display proportionately more wrink- 
les when flexed in the vamp area. New 
test methods for shoe superintendents 
are being sought by the Joint American 
Leather Chemists and Testing Materials 
Committee. 





Manchester Shoe Workers 
Idled by Seasonal Layoffs 


MANCHESTER, N. H.—Seasonal 
layoffs in New Hampshire shoe fac- 
tories, particularly in the Manches- 
ter area, brought the state’s unem- 
ployed totals to near record levels 
in early March. 

Officials of the New Hampshire 
Department of Employment Security 
said that the list of jobless workers 
in all state industry was over 15,000, 
highest since May, 1950. Further 
curtailments in the shoe industry 
during March and early April are 
expected to add to the total of un- 
employed. 

Most affected by the layoffs is 
Manchester, the Granite State’s lead- 
ing shoe city, where over 3,500 
workers have been laid off in the 
past several weeks. 





I. M. Kay Elected to 
General Shoe Director 


NASHVILLE—I. M. Kay, presi- 
dent and general manager of Ber- 
land Shoe Stores, Inc., of St. Louis, 
was elected a member of the board 
of directors of General Shoe Corpo- 
ration at the annual meeting of 
stockholders, held in Nashville. Ber- 
land is a subsidiary operation of 
General Shoe. 

Mr. Kay was the first president of 
the National Association of Shoe 
Chain Stores and several times since 
then a member of its board of di- 
rectors. 

The General Shoe board now totals 
19 directors. The following directors 
were re-elected: William M. Blackie, 
Sam A. Buchanan, Earle T. Bumpous, 
H. N. Carmichael, Noble C. Caudill, 
Charles W. Cook, W. Maxey Jarman, 
Walter Hoving, J. Harlan Lawson, 
Bernard E. Reed, James P. Saun- 
ders, H. D. Vaughn, F. M. Weisiger, 
William H. Wemyss, M. S. Wiggin- 
ton, O. C. Williams, B. H. Willing- 
ham and E. D. Woods. 

The stockholders also voted ap- 
proval of a new restricted executive 
stock option plan for key employees. 
Under this purchase plan 125,000 
shares of the authorized but un- 
issued common stock of the company 
will be reserved for issuance. 





McCarthy Announces Robin 
Hood Personnel Shifts 


ST. LOUIS — Roblee McCarthy, 
sales manager of the Robin Hood 
division of Brown Shoe Company, 
has announced several changes in 
sales territory personnel. 

Paul McRill has been transferred 
from his present territory in Mis- 
souri and southern [illinois to Ohio, 
effective March 10. Mr. McRill has 
been Robin Hood’s sales representa- 
tive in the Missouri territory for 
the past seven years. He will re- 
place Roy Hillinghorst, who recently 
resigned. 

William McCormack will take over 
Mr. McRill’s former territory. Mr. 
McCormack, who served as a sales 
trainee for two years, travelled for 
Air Step as an assistant salesman 
for six months before his present 
assignment. He is 26 years old, a 
graduate of St. Louis University, 
and will make his headquarters in 
St. Louis. 
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Promoted to Division Post 


ROCHESTER, N. H.—The 
Spaulding Fibre Co., Inc., of North 
Rochester, Milton and Dover, manu- 
facturer of shoe counters and other 
products, has announced the promo- 
tion of Robert D. Marsh from man- 
ager of the Dover plant to assistant 
manager of the New England divi- 
sion, with headquarters in North 
Rochester. Mr. Marsh has been with 
Spaulding for 34 years. 





Herbert Bedell to Operate 
Shoe Store at Long Beach 


Herbert Bedell, has purchased the Qual- 
ity Boot Shop at 140 Pine Avenue, Long 
Beach, Cal., which he will continue to 
operate as a family shoe store. 
Mr. Bedell was a shoe salesman for 35 
years, covering all parts of the country, 
and representing such lines as The Pack- 
ard Shoe, Endicott Johnson, Howard & 
Foster and John Foote Shoe Company. 





Juan N. Mirabal Retires 


AKRON—Juan N. Mirabal, who 
has been directing sales of shoe 
products and sundries for Interna- 
tional B. F. Goodrich Company, 
ended more than 26 years of service 
with the company when he retired 
March 1. 


Ripple Inventor Provides 
For Foot Health Research 


DETROIT — Nathan Hack, shoe 
executive and inventor of the Ripple 
sole, has awarded a fellowship fund 
to two graduate students at the Uni- 
versity of Southern California for 
research into foot health. 

The award of $1,500 for continued 
studies was divided between Wal- 
dean Robichaux, former teacher at 
San Francisco State College, and 
Edward Wright, who taught at Wel- 
lington Teachers College in New 
Zealand. 
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Mishawaka Rubber Co.. Inc. 


Is Firm’s Shortened Name 


MISHAWAKA, IND.—G. D. Bab- | 
cock, president of Mishawaka Rub- | 
Manufacturing | 
Company, has announced that the | 
name to | 


ber and Woolen 
firm has shortened its 


Mishawaka Rubber Company, Inc. 


Mr. Babcock said the new name is | 
more indicative of present operations | 


and does not imply any change in 
management or policies. 

This is the second time the firm 
has changed its name. When origi- 
nally incorporated in 1874 as the 
Mishawaka Woolen Manufacturing 
Company, it made only flannels. Knit 
boots were added in 1887; the well 
known Red Ball trademark was 
adopted in 1891 and Ball-Band wool- 
en footwear was the principal prod- 
uct until 1898. Then the company 
began manufacturing Ball-Band 
footwear, and in 1923 the corpora- 
tion name was changed to Misha- 
waka Rubber and Woolen Manufac- 
turing Company. 

Since then, the character of the 
company’s footwear line has changed 
radically. The woolen type is no 
longer manufactured, and the firm’s 
sale of woolen socks is relatively 
small. Today, in addition to water- 
proof rubber footwear, the company 
annually sells millions of pairs of 
rubber sole fabric footwear, as well 
as a line of fabric, casual footwear 
for women. In 1952, according to 
company officials, Ball-Band was the 
first to offer insulated plastic foot- 
wear, known as Thermo-Lite. 


Veteran Employes Honored 

COLUMBUS, O. — Shoe Corpora- 
tion of America honored 21 asso- 
ciates for 25 years of service at the 
company’s annual recognition party 
here recently. The group brought to 
189 the number given 25-year cer- 
tificates since the corporation started 
the practice in 1948. Robert W. 
Schiff, president and treasurer, wel- 
comed some 300 employes to the din- 
ner party. 


Herbst Attends Ike Meeting 

MILWAUKEE—Frank G. Herbst, 
president of Herbst Shoe Manufac- 
turing Company, makers of Child 
Life Shoes, attended the President’s 
Conference on Occupational Safety 
in Washington, D. C., March 25, 26 
and 27. 
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BOX HANDLERS 


LONG ARM* 





Isn't conan aan oe 
This Way 


Better? 
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Long Arms reach the shoes on the high shelves 
before you can go for a ladder or stool. 

No climbing, no falls. Long Arms with handles 
24"', 36", 48"", 60°. $3.50. With 72" handles, 
$4.50 postpaid in U. S. A. Satisfaction quar- 
anteed. Specify handle length desired and if 
for men's or women's boxes. Your jobber or 

CARL BEEMAN 


Stamford, Conn. 





JOBS 





Everyone Who Knows Comes to BARIS 


SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


s A HH | S THE NATION'S FINEST 


CANCELLATION SHOES 
79-81 READE ST., N. Y.7 + WO 2-5180 


For Over 43 Years 
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BOWLING SHOES 





BROOKS BOWLING SHOES 


IN STOCK @ 
Mon's Biack — Sizes 5 te 
Men's Smoked 


Ladies’ Smoked—Sizes 4 to 10 


Ladies’ Red 





FINEST quauity 
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8210 CHERRY 
PHILA. 


BROOKS SHOE MFG. CO. 
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PA. 





but USO serves 
us around the world 
every day of every month 


| B. B. Walker Company 


Plans Shift to 45 hr Week 


ASHEBORO, N. C.— The B. B. 
Walker Shoe Company plans to go on 
a 45-hour work-week soon, to keep 
up with orders. During the past 
three months, Walker has sold a to- 
tal of 187,851 pairs of shoes while 
the factory has produced only 103,- 
465 pairs during that same period— 
although this should normally be the 
slow season of the year. 

Orders for shoes needed to fulfill 
government contracts and for shoes 
needed for the Company’s in-stock 
department appear to total over $1,- 
000,000. The employment of the 


| Company has increased to over 230 


persons. It is anticipated that the 
management and directors will rec- 
ommend to stockholders that a lim- 


| ited amount of additional common 





stock be sold. 

The management pointed out that 
every time production has been in- 
creased, sales have been increased by 
an even larger amount. “We simply 
can’t get enthusiastic over hard 
times. Those who want to talk doom 
and gloom will find it hard to talk 
with our people.” 

The B. B. Walker Shoe Company 
is owned by over 800 residents of 
North Carolina. Approximately 90 
percent of all employees of the Com- 
pany are stockholders. Present pro- 
duction is 1800 pairs of men’s shoes 


| per day. But by fall, it is antici- 


| pated that production should reach 
| 2400 pairs daily. 


Thompson to Manage U. S. 
Rubber Sales Training 


NEW YORK—Robert J. Thomp- 
son, Jr., has been named Manager of 
Sales Training for the branches of 
United States Rubber Company’s 
Footwear and General Products Di- 
vision, effective immediately. Since 
June, 1952, he has been assistant 
manager of sales training. 

He started with the company in 
September, 1945, in Philadelphia 
branch, serving in sales and sales 
management capacities until he was 
sent to Washington, Indiana, cloth- 
ing plant early in 1949 as a specialty 
salesman. He returned to Philadel- 
phia branch late in 1949, continuing 
his sales responsibilities there until 
he was transferred to Rubber Com- 
pany headquarters in Rockefeller 
Center, New York City, as assistant 
manager of sales training. 


Fashion Coordinator Resigns 


NEW YORK—Jean Olds has an- 
nounced her resignation from Shain 
& Company. Miss Olds has been the 
company’s fashion coordinator, work- 
ing on its long line of high-style 
fabrics for women’s shoes in the 
New York office and presenting them 
to women’s style manufacturers in 
the chief shoemaking centers. Miss 
Olds served as fashion coordinator 
for the Irving Tanning Company 
prior to her affiliation with Shain & 
Company. 





CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 


20¢ a word 
Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 


$14 per inch 

Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 

Classified Advertising 

is payable in advance 
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SALESMEN WANTED 


SALESMEN WANTED 





SALESMEN WANTED 














AN OPPORTUNITY TO 
EARN EXTRA MONEY 


Top Quality Manufacturer of Rub- 
ber Footwear, Tennis and Fabric 
Casuals has territories available in 
Arizona and New Mexico to men 
calling on well rated retail stores. 
Compensation on commission 
basis. Non-conflicting sideline may 
be carried. Submit complete re- 
sume. All replies confidential. 


Reply to hy 160, BOOT & SHOE RECORDER 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











BEST OPEN STOCK VALUES 
In The Industry 


Children's and Infants retail 2.98 
Cowboys’ and Combats retail 3.95 
Summer Sandals retail 1.99 
Boys' Oxfords 3!/2-6 retail 3.95 
Men's Dress and Work 3.95 & 4.95 


Experienced Shoe travelers are happy to 
carry this short and compact line; just 
a few open territories left. 


Nor-Flex Shoe Manufacturing Co. Inc. 
NORWICH, CONN. 














UME SALESMEN WANTED BY 
NEW WORK CITY Playshoe and Slipper Man- 
ufacturer, producing 7,200 Pairs Daily. Cali- 
fornia Process and Cement Process Shoes to 
retail for $3 and $4. Considering men to cover 
South, Midwest or West Coast. Reply to Box 
168, Boor anp SHoe Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





SALESMAN WANTED: OUTSTANDING 
OPPORTUNITY for Aggressive Man with 
ability. Leading Manufacturer of Nationally 
Branded In-Stock Line of Fine Men’s Shoes 
in Popular and Medium Price Field. Indiana, 
Kentucky, West Virginia and Northern Ohio. 
Possible other territories. Submit resume of 
personal history and sales background. Replies 
kept confidential. Reply to Box 185, Boot AND 
Suoe ReEcorper, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 





FULL OR SIDELINE MEN: Territories— 
Kentucky, Ohio, Western Pennsylvania, West- 
ern Michigan; Maine, Vermont, New Hamp- 
shire; Washington, Oregon; Missouri, Kansas, 
Oklahoma, Arkansas; California. Men’s dress, 
work, casual shoes. Popularly priced, in-stock. 
BRILLIANT BROTHERS CO., 190 Lincoln, 
Boston 11, Mass. 





WANTED: EXPERIENCED QUALIFIED 
MEN to sell strong line of men’s, Boys’ and 
Children’s Shoes in Medium and low- priced 
field. Drawing account to men of proven ability. 
Side line permissible. Territories open: Vir- 
ginia, Tennessee, Kentucky, Ohio and Indiana. 
Reply to Box 177, Boot ano SHor ReEcorpER, 
ee & 56th Streets, Philadelphia 39, 

enna. 
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MEN'S AND BOYS' NATIONALLY KNOWN SHOE 


LINE HAS QDEN TERRITORIES 


Gardiner Shoe Co., makers of nationally advertised Yorktown Shoes for Men and 


Boys, has sales openings in 3 territories: 


1, Indiana & Illinois (not including 


Greater Chicago), 2, Missouri-Kansas-Nebraska, 3, North Dakota-South Dakota. 
Yorktown Shoes, priced to sell in the important middle market—Men's, $10.95- 
$14.95 retail; Boys', $8.95-$9.95 retail—are a complete IN-STOCK line. Yorktown 
Shoes are backed with dealer aids and are aggressively promoted. Drawing 
account and/or commission to be arranged. Write in complete confidence, 
stating qualifications, experience and employment history to Salesmanager, 


GARDINER SHOE CO., INC., Gardiner, Maine 























EXPANDING SALES ORGANIZATION 


Long Established Manufacturer of Women's Popu- 


lar Priced Shoes plans to expand sales organization. 
Entire Line backed by efficient in-stock service. Re- 


plies kept in strict confidence. 


Reply to Box 180, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 





























OPENINGS FOR SALESMEN 


Production expansion by leading manufacturer of Popular Price Cowboy Boots, Wellington 
Boots, Engineer Boots, and Outdoor Boots is reason for these unusual opportunities. 
Six additional men are needed to cover 
several sections of the United States. Submit resume of personal history and sales background. 


LIBERAL DRAWING ACCOUNT WILL BE GIVEN. 


Replies kept confidential. 


Reply to Box 181, BOOT & SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Penna. 


VERY 






























WANTED CHILDREN’S SHOE SALESMAN BY 
LEADING MANUFACTURER IN BUDGET-PRICED FIELD 


For: Arkansas, Louisiana, Mississippi, Western Tennessee. Must be experienced, reliable, 
responsible; have strong following. Under 50; preferably under 40. Guarantee and expenses 


for first year. Write full details to 


Box 184, BOOT & SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Penna. 









































SALESMEN 
Wanted coast-to-coast 


Liberal commissions to carry all or any part 
of one of the country's leading ‘'tots to 
teens" lines of juvenile footwear, featuring 
Cages  N All. territories open ex- 
cluding N.Y., N.J., Pa., Del., Md., Va., Fla., 
Washington, ‘D.C. ‘and ‘Georgia. 


HILL SHOE COMPANY, 70 W. 4th St., Phila. 6, Pa. 











t. Virgini 
phd ay and So. 


INSTOCK — $4-$6. RETAILERS 


Alabama 
Hy Western Pa., and W. Virginia 
Stock 


Lo established Manufacturer of tIn- 


Heel Shees for Children, teens and women has 
exeelient oppertunities in these areas. Prefer ex- 


enced man now om the road whe has 


peri one geed 
line and needs another te go with it. Write fully, 


In confidence. 
PHYLLIS SHOE CO., INC., Lowell, 
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SIDELINE SALESMAN WTD. 


HELP WANTED 


WANTED TO PURCHASE 








“KLICKETTES” 


America’s fastest selling line 

Nationally advertised 

Juvenile casuals—Sailcloth’s @  slip- 
pers 

Retailing at $3 & $4 

Desiring experienced sideline, travel- 
ing men 

Many fine territories available 

Established accounts 

Good commissions 


All replies confidential, Write 
Robert Schlesinger, Sales Mgr. 
TOBIN HAMILTON CO., INC. 


Suite 412, Shell Building 
1221 Locust St., St. Louis (3) Mo. 








FEATURE SHOES FOR 
ACTIVE WOMEN 


We have several openings for sideline sales- 
men — States or combination of states — 
Northern Calif., Pacific Northwest, Inter- 
mountain States, Ky., Tenn., Ark., La., Miss. 
Write to 

CUSHIOWIZED BELLAIRE SHOE CO. 

15 Lowell Street, Portland, Maine 














SIDE LINE SALESMEN WANTED: Vol 
ume Children’s Manufacturer with large in- 
stock and make-up proposition seeking men in 
following established territories: Georgia, Ala- 
bama, Florida, South Carolina, North Carolina, 
Massachusetts, Ohio, and Puerto Rico. Excep- 
tional opportunity due to reorganization of 
Sales Department for Fall. Contact at once. 
Reply to Box 182, Boor anp SHoe ReEcorpeER, 
Chestnut & 56th Sts., Philadelphia 39, Penna. 


SIDE LINE SALESMAN WANTED for 
small compact line of Infants’ Shoes. To call 
on volume trade. Manufacturer makeup only. 
Territcries open are Pacific Coast and Southern 
States. Must be experiened; state all particu 
lars in first letter. Reply to Box 176, Boor anp 
Snore Recorper, Chestnut & 56th Sts., Phila 
delphia 39, Penna 


THE NEW TM-FOOT MASSAGER, now 
ivailable to salesmen who desire profitable side 
line, Highly recommended by leading Chirop- 
odists for toot relief and treatment. All terri 
tcries now open Write for full details to: 
THE TOOTHMASTER COMPANY, = 305 


Hamilton Street, Racine, Wisconsin 


SMART LEATHER BOWS, SHOE ORNA 
MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers highest commission. Reply 
to Box 556, Boot ano SuHoer ReEcorpER, Chest- 
nut & 56th Sts., Philadelphia 39, Penna 





FREE LANCE DESIGNERS 








FREE-LANCE DESIGNERS 
OF WATER-PROOF FOOTWEAR 


Top name manufacturer of slush- 
molded plastic water-proof foot- 
wear wants your ideas on men’s, 
women’s, children’s protectives. 
Design possibilities unlimited in 
this wide open field. Submit com- 
plete resume; we'll then discuss 
arrangements and see your port- 


folio. 


Reply to Box 165, BOOT & SHOE RECORDER 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











UNUSUAL OPPORTUNITY 


Am Unusual Opportunity for the right man. Store 
Manager for shoe factory outlet store with possi- 
bilities for expansion into multi-unit operation; 
New England area; not too far from Boston, reply, 
including retail experience and references. Replies 
held in strictest confidence. 

Reply to Box 183, BOOT & SHOE RECORDER 

10 High Street, Boston 10. Mass. 








TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 











SALESMEN WANTED 





SALESMEN WANTED: WILL GIVE 
DRAWING ACCOUNT TO EXPERIENCED 
MEN who can produce and have established 
following in these territories: Michigan, Illi- 
nois, Texas, Oklahoma, Minnescta. Nationally 
known distributor with facilities to fill orders 
immediately. Strong competitive Line of Men's 
Dress and Work Shoes in medium and Lower 
priced field. Furnish background which will be 
held in confidence. Reply to Box 178, Boor 
AND SHoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





FOR SALE 





FAMILY SHOE STORE, IN BEST SHOP 
PING CENTER in Alexandria, La. Franchise 
deal with General Shoe Cerp. Lines carried: 
Jarmans, Acrobats, Vogues, Cedarcrest and 
Skyriders. Established three years. Air condi- 
tioned store. Will sell at inventory cost and 
half cost of fixtures. Stock is very clean and 
current. Owner has other pressing interests. 
FARDEECEY’S FAMILY SHOE STORE, 
701 Bolton Avenue, Alexandria, La. 


FOR SALE: FAMILY SHOE STORE, 
Central New York, 25,000 population; Ap- 
proximately $50,000. Volume. Modern, Na 
tionally advertised Lines. Reply to Box 175, 
Boot ann SwHoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 


FOR SALE FAST GROWING COM 
MUNITY, NORTHERN NEW JERSEY, Es- 
tablished, Modern Family Shoe Store. All lead- 
ing Brand Shoes and Rubberwear: New, Clean 
Stock. Excellent Location. No Lease. Reply 
to Box 174. Boor ann SHOE REcorDER, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 


FOR SALE: ORTHOPEDIC SHOE 
STORE, High Grade Clientele; Good mark-up: 
Medern Building, excellent location; reason 
able rent. Reply to Box 179, Boot anp SHOE 
Recorner. Chestnut & 56th Streets, Philadel 
phia 39, Penna 





CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 








M. STOFF and CO. 

CASH FOR SHOES 

Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 














MORRIS BAYROFF 


formerly with M & R Shoe Co. 
iS NOW LOCATED AT 
122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 











MERCHANTS’ NEEDS 














LINE WANTED 





AGGRESSIVE SALESMAN,  EXPERI- 
ENCED WITH RETAILERS AND WHOLE- 
SALERS, WANTS A LINE ef Misses’, Chil- 
dren’s and Growing Girls’ Welts, or Men’s 
Dress Welt Line, for New Jersey only. Reply 
to Box 173, Boor ann SHOE REcORDER, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 





FIGHT CANCER 














Mats INT) Ydeas 


FOR YOUR 


NEWSPAPER, ADVERTISING. 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and news- 
paper advertising. 


e 
2. Vincent Edwards Idea Clipping 
Service 

Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 


* 
VINCENT EDWARDS & CO. 


World’s largest advertising 
service organization 
342 Madison Ave. 
New York City 
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WANTED TO PURCHASE WANTED TO PURCHASE WANTED TO PURCHASE 











“Uncle Sam” 
will soon prove 


Sputnik and Muttnik for 
are old numbers SURPLUS oe Any quantity - any time. Weil 
CANCELLATION buys for cash... quality shoes, 
COMPLETE STORES complete stores, closeouts or 
; f ‘ surplus from manufacturer or 
Louis r' ' wee 1 ee retailer. For quick actionwrite, 


will buy your wire or phone immediately 
M. K. Weil Shoe Co. 

old numbers Tie Tectwanett OVER 43 YEARS 1215 Washington Avenue 

St. Louis 3, Mo. 


LOUIS CAMITTA & SON 489 ee 
91 READE ST., NEW YORK, N. Y. MOSINGER - COHN CE. 1- a" _CE. 1-578 
wo Quality Shoes Since ’32 


2-5063 
formerly with S. CAMITTA & SONS 1235 Washington, St. Louis 3, Mo “While in Town See Weil” 























TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION Your BRANDED 


TOPPS SHOE STORE and DISCONTINUED 
4116 Bergenline Avenue SURPLUS STOCK 
Union City, N. J. UNion 3-6413 Write or Phone 
Phone or Wire Collect WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila 6, Pa. 























WE PAY MORE /oouse WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 











or 

HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. f d 

Max L. Meltzer, Pres. Ivanhoe 1-9830 ° oseouts 
e surplus 


e discontinued 
lines 


B. & R. PAYS THE LIMIT * complete stores 


BROITMAN- 
WE BUY CLOSE OUTS C GAFFIN SHOES 


COMPLETE SHOE STOCKS A eg 

Ere LEASES ASSUMED : S 
collect YOUR NAME PROTECTED #f 

BHeHHHH Hl a 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 é COMPLETE STORES 


WANTED 
& 
\Villllldlddda®’ KRN'S BUYS for CASHZfzz f 
Quick decision on your offers of discontinued and : . re 
8 A 2 { S$ surplus men's, sheilinks and children's 8 & eames coer see i 
THE NATION’S FINEST Also complete stores considered sida sit ; 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. + New York 7, N.Y. + Tel: WOrth 2-5180 ARRONSON BROS. & BAYROFF 


4 122 Duane St., N.Y.C. RE 2-4170-4171 


MME 
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EXTRA PROFIT 


SELL THE NEW 
™ 
FOOT MASSAGER! 


@ Soothes—Relaxes 


@ Renews blood circulation in tired foot muscles 


@ Relieves pain due to fallen arches 
@ An aid to the many chronic foot sufferers 


A PROVEN PRODUCT THAT WILL ADD DOLLARS 
AND MAKE LASTING CUSTOMERS. 
WRITE FOR COMPLETE INFORMATION 


THE TOOTHMASTER CoO. 


WISCONSIN 


RACINE, 


ae 





RETAIL 











Important Notice to Subscribers 


Changes of address require four week’s 
notice. Notify your Postmaster and BOOT 
AND SHOE RECORDER Circulation De- 
partment at the earliest possible moment. 


When ordering change, please INCLUDE 
IMPRINTED STRIP showing exactly how 
magazine is now addressed. This will en- 
able us to put the change into effect with 
a minimum of delay. 








Manchester Leads Region 
As Manufacturing Center 


MANCHESTER, N. H.—This city 
has replaced Brockton, Mass., as 
New England’s top shoe-manufactur- 
ing center, according to figures an- 
nounced by the Manchester office of 
the State Employment Service. 

As long ago as 1956, the depart- 
ment reported, Brockton — widely 
known as a shoe center—had 20 shoe 
factories employing a total of 3,154 
production workers, but at the same 
time Manchester had more than 
twice as many production workers 
in its 15 shoe and allied plants. The 
Manchester total was 6,386. 


International’s Progress 
Club 40th Anniversary Held 


ST. LOUIS — The 22 past presi- 
dents of International Shoe Com- 
pany’s Progress Club helped the 
organization celebrate its fortieth 
anniversary here. The Progress 
Club, composed of over 500 Inter- 
national executives, holds dinner 
meetings throughout the year. 


Plastics Company Acquired 


ROCK ISLAND, ILL.—The Servus 
Rubber Co., here has acquired the 
National Transparent Plastics Co. 
of Springfield, Mass. Servus, with 
general offices and factory in Rock 
Island, Illinois, and office and ware- 
house in New York City produces a 
line of rubber waterproof footwear, 
canvas casuals, tennis and sporting 
footwear. 

The new acquisition will make it 
possible now to offer a complete line 
of plastic footwear. 
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Carroll Named Agency VP 


NEW YORK—George T. Carroll, 
formerly advertising manager of the 
E. E. Taylor Company, Augusta, 
Me., men’s shoe manufacturer, has 
joined the New York office of Cole, 
Fischer, Rogow, Inc., New York and 
Beverly Hills, Calif., advertising 
agency, as vice-president for mar- 
keting and sales development. Mr. 
Carroll was also previously associ- 
ated with The Bresnick Company, 
Boston advertising agency. 





Graves, International’s 


R & D Director, Retires 


ST. LOUIS—David B. Graves, Interna- 
tional Shoe Company's director of re- 
search and development in its tanning 
division since 1955, retired March 1 
after 32 years service. Starting as a 
trainee in the company's tannery on Mul- 
lanphy Street, St. Louis, Mr. Graves be- 
come a foreman and later superinten- 
dent of the Wood River, Ill., tannery. He 
also served as superintendent of the 
Bolivar, Tenn., tannery. In his research 
work with leather he conducted many 
experiments fo improve quality, appear- 
ance and use. 


Humphreys Sees U. S. Rubber 
Equaling 1957 Sales Pace 

NEW YORK—Although sales and 
earnings in the first quarter are be- 
low 1957 levels United States Rubber 
Company volume this year “will not 
be much different,” H. E. Hum- 
phreys, Jr., chairman and chief ex- 
ecutive officer, announced. The com- 
pany had sales of $874 million and 
earnings of $4.25 a share in 1957. 

Humphreys added that profit mar- 
gins should be comparable to a year 
ago, since price increases would prob- 
ably follow any increases in the 
cost of labor and material. He said 
that the company is expecting a 
business upturn the final six months 
of the year to compensate for the 
slight lag now being experienced. 

Capital expenditures in 1958 will 
total about $30 million to $35 mil- 
lion, off from $36 million in 1957, 
Mr. Humphreys said. Most of the 
outlays will be for new equipment 
and further automation of plants, he 
reported. The company also plans 
to spend an average of $24 million a 
year for the next five years on re- 
search and development. 


118 Years with Bass & Co. 


WILTON, ME.—John R. Bass, 
Treasurer of G. H. Bass & Company, 
with the Company since 1900, re- 
cently presented Walter A. Holmes 
with a 60-year service pin and gift. 
The occasion was the dedication of 
the new cement and steel building 
containing 17,500 feet of floor space. 
The building will be used for cutting 
and fitting uppers, which will then 
be completed in the old plant. 
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The Label with 
a Pedigree 


@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


“trade mark 


BARRETT & COMPANY, INC, 
NEWARK, NEW JERSEY 














HELP YOUR HEART FUND 


HELP YOUR HEART 
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Shank and 
Heel Ironing 


Ironing attachment 
mounts on the side 
of the G/T Fore- 
part Cement 
Lasting Machine, 
Model A. Hydraulic 
and electric power 
is taken from the 


main machine. 


{ 


in one handling cycle 


Improved shoe bottom conditions will result from the 
use of this high production combination United’s 
Model A Forepart Lasting Machine with the new 
Shank and Heel Ironing Attachment. 

The Forepart Laster acts on both sides of the upper 
simultaneously to tension the upper over the last, wipe 
it in and bed it down firmly with heated wipers. The 


Ironing Attachment uses shaped, heated blocks and hy- 


draulic pressure to smooth the shank and heel seat areas. 
Feather lines are sharper. 
Accurate, uniform roughing ts easier to obtain. 
Heel seats are flat so heels fit better. 
The character of the last is more perfectly reproduced in 
the shoe. 
Ask United for more details on how this combination 


can help you. 


com ' 
(YC Jnited. SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


Boot and Shoe Recorder 





THE 

SEASON'S NEWEST 
NOTE... 

VIVID IN 
LAWRENCE 


DEVON CALF 


LILA 


ON SCAR‘LET 


Accent’s new tongue and bow pump in scarlet, highlight of the new 


season and most brilliant here in Lawrence Devon Calf. 


Deep rich coloring... softly polished luster... smooth finish... Lawrence 
Devon Calf ideally expresses shoe fashion. 


A. C. Lawrence Leather Co., a division of Swift & Company (Inc.), Peabody, Mass. 


ciate ron 


CALPE S A IN 
THE BETTER PART OF BETTER SHOES 




















The Biggest Bulge Is in 
BOYS’ SHOES 
and the 


BIGGEST NAMES in me Shoes— 


i concentration of our population in the 5 to 17 re 
year age group makes Boys’ Shoes the brightest spot 
in the shoe business . . . and this concentration 


will continue for years to come. Because Gerberich TT —. 
dealers sell such a diversified Style Program and 4 
the widest possible range of sizes, and enjoy such EE: S$ 
wide-spread reputation for Quality, they get the 
lion’s share of the fine Boys’ Shoe business. 












. In Stock To Gerberich Dealers 


GERBERICH-PAYNE SHOE COMPANY fie Finest Name In Boys’ Shoes 


MOUNT JOY PENNSYLVANIA 


Offices 


New York, Marbridge Bldg., Room 417 


Los Angeles, Alexandria Hotel, Room 805 Philadelphia, 12 S. 12th St., Room 914 In Canada, J, Leckie & Co., Ltd. 


